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A Chicago labor union used big 
space in the newspapers to deny it 
had paid $100,000 ransom for its busi- 
ness agent. No union business agent 
can possibly be worth $100,000. 
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ADVERTISING Acre printed a_ story 
that New Jersey health officers had 
okayed the Tugwell bill. A_ really 
good, man-biting-the-dog story would 
have had the doctors opposing it. 
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It cost Maybelline $50,000 for spe- 
cial advertising to correct a misstate- 
ment by Dr. Tugwell with reference 
to “eyelash beautifiers.”” This proves 
that instead of hurting advertising, 
the good doctor will actually increase 
it. 

vvy 

According to a classified advertiser 
in ADVERTISING Acre, “one of the Fra’s 
successful pupils is at liberty.” If 
Hubbard had said it, he is looking 
for a job. 

vvy 


In announcing the new DeSoto, the 
copy-writer got really sensational by 
using caps and italics in the same 
sentence. That’s TELLING ’em! 
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Mr. Ford has decided to allow the 
newspaper boys to interview him 
again, especially if the subject is the 
1934 line of Ford cars. Even the 
sage of Dearborn has learned the ad- 
vantages of a good press. 
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After a few more fisticuffs with 
Gen. Johnson and the NRA, Mr. Ford 
might even get to the point where 
he would consider calling up the 
newspaper men to give them a story. 
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“You are not going to find a gang 
of blue-penciling censors carefully 
scrutinizing every piece of copy,” 
Grover Whalen told the Philadelphia 
retailers re the code. They probably 
asked him to put it in writing. 
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When the Tugwell advocates ap- 
peared at the senate committee hear- 
ing in Washington, they immediately 
started picking national advertisers’ 
pet offerings to pieces. The boys in 
the Department of Agriculture are 
sure they’re going to have a lot of 
fun. 
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Variety says the public remembers 
the headliners in the big radio pro- 
grams, but not the products. This 
ought to please the sponsors—it 
proves they are really public bene. 
factors, instead of merely sordid, 
money-grubbing advertisers. 
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Amos 'n’ Andy, Variety admits, are 
generally known to advertise Pepso- 
dent. It’s just possible the public 
has caught on to this during the 
past four years because’ they've 
never advertised anything else. 
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Franklin D. Roosevelt, according 
to the Variety checkup, has been the 
1933 smash hit of radio. Everybody 
will be willing to admit this except 
the actors. 
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Now that repeal is actually here, 
getting a drink doesn’t seem nearly 
so important as it used to. 

Copy Cup. 


Rough Proofs. 


FAST WORK! 
LAST NIGHT NEW YORK WENT 


over on the alkaline side! 


( Repeal-around town as seen by our cameraman) 


is hite Rock 


To White Rock goes the prize for 
the most unusual repeal advertise- 
ment of the week, this copy show- 
ing the product in use by well 
known New Yorkers the night of 
repeal. (Story on Page 6). 


COPELAND BEGINS 
HEARINGS ON NEW 
FOOD, DRUG BILL 


Current Advertising Cited by 
Campbell 


Washington, D. C., Dec. 8—What 
promises to be one of the most ex- 
citing and lengthy hearings ever 
conducted by a senatorial committee 
opened here yesterday before a ca- 
pacity house as the special sub-com- 
mittee of the senate commerce com- 
mittee began public hearings on the 
Copeland bill} better known as the 
Tugwell bill. Senator Copeland of 
New York, sponsor of the bill, pre- 
sided. 

The hearing opened with Secretary 
of Agriculture Wallace reading a 
prepared defense of the bill in which 
he declared that “the Department 
has not submitted an idealistic meas- 
ure. On the contrary, we are con 
vinced that we have presented for 
consideration a thoroughly practical, 
enforceable measure that is essential 
if we are to be expected to afford 
real consumer protection.” 

Extemporaneously the Secretary 
declared that as a former publisher 
and advertiser he sympathizes with 
the critics of the bill, but feels that 
they are unduly alarmed. Advertis- 
ing should stand on broad principles 
and should be surrounded with safe- 
guards, he said, so that the con- 
sumer, who has just so much money 
to spend, will be able to spend it 
wisely and for the good of all. 

W. G. Campbell, chief of the food 
and drug administration, then 
launched into a technical comparison 
of the old bill and the new. He was 
interrupted frequently by questions 
from Sen. Copeland. 


Cites Current Advertising 


The so-called “chamber of horrors” 
was prominently in evidence during 
the hearing, being exhibited as sup- 
port for the contention that more 
drastic regulations are a necessity. 
Certain advertisements for several 

(Continued on Page 18) 


Back Up 


Detroit, Mich., Dec. 8.—Performing 
a long-awaited right-about-face in ad- 
vertising policy, Ford Motor Com- 
pany will return to national adver- 
tising tomorrow with an announce- 
ment in newspapers, daily and week- 
ly, at all dealer points throughout 
the country, of its new 1934 model, 
which will be displayed for the first 
time publicly Saturday at all show- 
rooms, 

Ford did no consistent national ad- 
vertising during the past year ex- 
cept a series of open letters, which 
combined discussion of economic 
and social questions with notes 
about automobiles. The brunt of 
the program was carried by dealers. 

N. W. Ayer & Son, Inc., will place 
the copy, which will range down- 
ward from 1,750 lines. 

While the introductory campaign, 
according to executives, will be 
waged entirely in newspapers, it is 
unofficially reported that a radio 
program, twice a week, over a na- 
tional hook-up, and featuring a 
widely known dance orchestra, will 
soon find its way into the picture. 


May Use Radio 

In introducing the new models to 
the trade Thursday, the Ford com- 
pany abandoned its traditional con- 
servatism. It employed the greatest 
telephone hook-up in history. Henry 
Ford, himself, talked over long dis- 
tance to the 10,000 members of the 
Ford dealer organization. 

The giant wire network brought 
together all members of the dealer 
organization throughout the United 
States and Canada in a single meet- 
ing that reached as far east as Hali- 
fax, N. S., as far west as Vancouver, 
B. C., as far north as Regina, Sask., 
and as far south as Jacksonville, Fla. 
The dealers were gathered in 41 
branch cities, 32 in the United States 
and nine in Canada. 

Unlike similar dealer programs, 
where automobile company execu- 
tives have broadcast over the radio 
to their dealer representatives, the 
Ford hook-up consisted of 15,000 


Advertising at All 
Dealer Points Will 
1934 Fords 


miles of telephone system. This is 
said to have been the first time that 
the telephone has been used as an 
advertising medium in an interna- 
tional meeting of this scope. 


First Time in History 

It was also the first time since the 
founding of the Ford Motor Com- 
pany 30 years ago that Mr. Ford has 
spoken to his entire organization 
simultaneously. 

Mr. Ford spoke from his engineer- 
ing laboratory at Dearborn. He was 
followed by Edsel Ford, president of 
the company; Wallace R. Campbell, 
president of Ford of Canada; W. C. 
Cowling, general sales manager of 
the United States company; L. C. 
Sheldrick, in charge of mechanical 
engineering, and R. H. McCarroll, in 
charge of chemical engineering. 

Mr. Ford extended his greetings to 
the international gathering, and his 

(Continued on Page 15) 


of doing this. 


line of cosmetics. 


charge of mediums. 


Last Minute News Flashes 


J. David Stern Buys “New York Evening Post’ 


New York, Dec. 8.—J. David Stern, publisher of the Philadelphia Rec- 
ord and the Camden, N. J., Courier-Post, announced last night that he has 
purchased the New York Evening Post. 

The Post, which recently changed over to tabloid size, was started in 
1801 by Alexander Hamilton, and is said to be the oldest metropolitan 
daily of unchanged name in the United States. 


See Tugwell Bill Completely Rewritten 
Washington, D. C., Dec. 8.—In seeking to close preliminary hearings 
on his bill today, Senator Copeland invited the filing of briefs by interests 
directly affected. More than 20 groups immediately signified their intention 


Objections at today’s hearing centered around the phrase, “misleading 
impression,” as pertaining to advertising, indications being that this sec- 
tion of the bill will be clarified before submission to congress. 

It is now believed that a completely rewritten bill will eventually result. 


Mador Cosmetics Account to McJunkin 


Chicago, Dec. 8.—McJunkin Advertising Company has been appointed 
to handle advertising of Mador, Inc., Chicago, manufacturer of a complete 


Rosenwald Joins L. H. Hartman 


New York, Dec. 8.—Theodore Rosenwald, Jr., formerly with Alfred J. 
Silberstein, Inc., has joined L. H. Hartman Company as vice-president in 


BULK OF REPEAL 
ADVERTISING 1S 
RETAILERS’ COPY 


National Advertisers Hold 
Back Efforts 


Chicago, Dec. 7.—The fourteen 
year old prohibition dyke broke with 
a loud “pop” in eighteen of the 48 
states Tuesday afternoon, and flooded 
these states with wines, whiskies, 
stronger beer, and a variety of drinks 
of all kinds. 

Paradoxically enough, however, ac- 
tual repeal did comparatively little 
to increase advertising of beverages 
in wet states, and actually decreased 
—for the present at least—the liquor 
advertising in dry states, due to the 
fact that the Post Office Department’s 
special dispensation on pre-repeal 
advertising was automatically re- 
voked with repeal. 

Reports to ADVERTISING AcE from 
correspondents throughout the coun- 
try indicate that the repeal of the 
eighteenth amendment occasioned 
considerably less excitement, in an 
advertising sense, than did the legal- 
ization of 3.2 beer. 


National Copy Scarce 

“National” advertising, placed by 
distillers, importers or national sales 
agencies, was extremely scarce, most 
of the copy which appeared having 
been placed by local retailers and 
dealers. 

Sale of whisky and other spirits 
became legal immediately upon re- 
peal in theory at least in 18 states, 
containing slightly less than half of 
the total population of the country. 
These states were: 

Arizona, California, Colorado, Con- 
necticut, Delaware, Illinois, Indiana, 
Louisiana, Maryland, Massachusetts, 
Nevada, New Mexico, New York, 
Oregon, Pennsylvania, Rhode Island, 
Washington, and Wisconsin. 

In some of these states, however, 
internal problems concerned with 
state regulations, local option, etc., 
complicated matters even to the ex- 
tent of holding up all sales and ad- 
vertising, while in other states, such 
as Michigan and Ohio, speedy action 
of the state legislature in removing 
the last obstacle to legal sale of spir- 
its—repeal of state dry laws—was 
expected. 

In Chicago, the only “national” ad- 
vertising which appeared during the 
week was that of Penn-Maryland 
Company (Fleischmann’s Dry Gin), 
Royal Distillers, Ltd., and Consum- 
ers Wine and Liquor Corporation. 
The vast bulk of the considerable 
liquor lineage carried during th 
week consisted of announcements of 
bars, department stores, hotels, night 
clubs, etc. Much department store 
copy featuring drinking accessories 
was noted. 

The bulk of the strictly liquor ad- 
vertising appeared in the Herald and 
Examiner, American, and Times, the 
News and Tribune banning such 
copy, although carrying announce- 
ments of the opening of the Palmer 
House Bar and a considerable vol- 
ume of “accessories” advertising. 

A summary of the advertising as- 
pects of repeal, as gathered by cor- 
respondents of ADVERTISING AGE, fol- 
lows: 


Boston Happy 
Boston, Mass., Dec. 7.—Repeal 
brought considerable liquor advertis- 
ing to Boston dailies, all of whom 
(Continued on Page 16) 
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ADVERTISING AGE 


December 9, 1933 


Karl H. Dixon 
Launches a New 
Chicago Agency 


Chicago, Dec. 7.—Karl Hale Dixon, 
formerly executive vice-president of 
Vanderhoef & Co., Chicago agency 
which was dissolved last year as a 
result of the settlement of the Vander- 
hoef estate, has announced the forma- 
tion of K. H. Dixon & Co., a new 
agency. 

Formal opening of the new 
agency’s offices at 1030 N. La Salle 
St. will take place Dec. 15, at which 
time Mr. Dixon expects to announce 
the complete personnel of the new 
organization. 


Varied Experience 


Mr. Dixon was at various times 
connected, in sales and advertising 
capacities, with Critchfield & Co., R. 
R. Donnelley & Sons Company, Ed V. 
Price & Co., and other national ad- 
vertising organizations. 

He is the author of several text 
books on advertising and merchan. | 
dising, among them the “Standard | 
Outline of Market Analysis,” and is | 
at present giving a series of lectures. 
on these subjects at De Paul Univer- | 
sity, Chicago. 


| 


Second Cleveland Kitchen 


Inventory Is Announced 


The Cleveland Press has announced 
that its seeond kitchen inventory, in- 
cluding complete information on all 
branded products in use in 5,457 
Cleveland kitchens, will be com- 
pleted Jan. 1, and will be available 
for the study of interested advertis- 
ers. 

The work, as in the initial survey, 
was done through the Cleveland 
Parent-Teacher Association, with the 
expenses absorbed by the newspaper. 


United Drug Returns 
to Street & Finney 


United Drug Company, Boston, has 
re-appointed Street & Finney, Inc., 
a York, its agency from 1917 to 
1931. 

The Jonteel line of toiletries will 
be featured in the company’s ad- 
vertising for 1934. Magazines, farm 
papers, newspapers, radio, displays 
and direct mail will be used. 


James Tucker Dies 


James E. Tucker, former vice-pres- 
ident of the Electrical Products Cor- 
poration, Los Angeles, died in that 
city Dec. 1. 


New R. & R. Branch 
Ruthrauff & Ryan have opened an 


Staples in charge. 


LIQUOR LINEAGE 
SHOWS INCREASE 
IN N. Y. DAILIES 


Many New “Advertisers Ap- 
pear on Scene 


New York, Dec. 7.—There was an 
increase in the number of liquor ac- 
counts using newspaper space during 
the past week and also an increase 
in volume, but the problems con- 
fronting these advertisers were much 
the same as a week ago. 


Most of the copy was placed in 
New York papers, as in previous 
weeks. Advertisers, a survey by Ap 
VERTISING AGE indicates, are still de- 
layed by difficulties in setting up 
channels of distribution. For this 
reason, out-of-town copy even after 
repeal was light and schedules have 
not been drawn up. 

The big New York papers con- 
tinued to replate for dry territories. 


| office in Kansas City, with Lawrence | The biggest space involved this way 


| during the week was the page in the 


An Insurance Company 
describes the 


22 people in this country carry insurance 
policies of $3,000,000.00 and more, and 
391 people have policies of $1,000,000.00 
15 of the first group, and 169 
of the second, are Quality Group subscrib-. 


and more. 


ers. 


edue 


Prominent insurance brokers every- 


where number among their best clients the 


readers of these magazines. 


Nearly half 


a million people of consequence! Harness 
your advertising to their tremendous buy- 


ing force. They are the country’s largest 
strictly quality market and yet one of the 


most economical to reach. 


checking the 


“The Quality Group 
subscribers are 
leaders in business, 
financial, insurance, 


ational and 


professional circles 
of this community 
—people who buy 
the best in goods 
and services. .... 
Truthfully, they are 
a quality list.” 


(Number 13 of a series of comments by business 
men on the buying habits of Quality Group sub- 
scribers in their communities, after carefully 


Quality Group subscription lists. 


Writer's name available.) 


THE QUALITY GROUP 


ATLANTIC MONTHLY 
CURRENT HISTORY 


THE FORUM 


REVIEW 


HARPERS 


MAGAZINE 
OF REVIEWS 


SCRIBNER’S MAGAZINE 


BOSTON . CHICAGO 597 Fifth Avenue, New York City SANTA BARBARA 


Times and Herald Tribune of John 


David, clothing store which has 
opened a liquor store. In copies 
going into dry communities, the 


papers substituted clothing copy. 


Use Own Copy 

A similar substitution was made by 
B. B. Vor: & Co., inec., agent tor moi- 
loways gin. in dry areas, Vort ran 
copy on 1s non-alcoholic drinks. in 
causes Where no supstilute copy was 
provided, the paper ran tneir own ad 
verlisements. 

‘the monthly report of Media 
Records snows liquor lineage Lor iwew 
YorK hewspapers during November 
Was approXimately 5V,0UvU. Coniplia- 
tion OL ligures On lineage outside o1 
New York is not yet complete. 

New York papers, according to 
these figures, soid the following space 
io liquor advertisers in Novemvper. 
Limes, 12,619; Herald Tribune, 6,929; 
Sun, 4,200; American, 3,096; World- 
lelegram, 1,540; and others trom 
about luvv to oUU lines each. 

November hard liquor advertising 
is Carried in the miscellaneous Classl- 
ucation of the Media Kecords report. 
Beginning Jan. 1, the nrm will have 
a separate Classincation tor alcoholic 
beverages with subdivisions for 
wines, beer, liquor and miscellaneous 
drinks. 

‘roward the distillers code, the at- 
titude of distillers this week was 
nopetul. Confidence was expressed 
in Joseph H. Choate, Jr., newly-ap- 
pointed chairman of the _ federal 
alcohol control administration. Meet- 
ings with him, it is believed, wil 
find a way out of the many difficul- 
ties which now beset the industry. 


Schenley Tells of Code 


The first newspaper copy of Schen- 
ley Distillers Corporation, placed by 
Lord & Thomas, appeared in several 
eastern papers in page size following 
Utah’s ratification. This firm de- 
lerred all its consumer advertising 
until the copy should be unquestion- 
ably legal. 

The copy was published as a mat- 
ter of public information, giving 
colortul briet descriptions of each of 
the leading Schenley brands, includ- 
ing Golden Wedding, James E. Pep- 
per, and Old Stagg and O.F.C. It also 
listed other famous brands sponsored 
by Schenley affiliates and foreign 
firms for which the Schenley Wine 
and Spirit Import Corporation is sole 
agent in United States. 

Eventually the same copy will ap- 
pear in wet cities throughout the 
country. It is also scheduled for the 
leading class magazines in January. 

Of special interest is the boxed 
statement that Schenley is ‘‘cooper- 
ating with the President’s Code for 
Distillers,” and the announcement 
that “it is our intent to follow the 
provisions of the code.” This code, 
carrying some of the wording of the 
Tugwell Bill, had evoked considerable 
bitterness among distillers when it 
was adopted as a substitute for theirs. 


Many Chime In 


National Distillers Products Cor- 
poration, which with Schenley con- 
trols an estimated 75 per cent of the 
domestic whisky output, did not 
break any institutional copy the week 
of ratification, but one or two of its 
affiliated companies did. 

One of these, National Straight 
Whiskey Distributing Company, Inc., 
advertised in 10 cities a quantity of 
Old Taylor, Sunny Brook, Old Over- 
holt and other brands untouched 
since before prohibition to whole. 
salers, hotel club or restaurants in 
1,000 line space. Erwin, Wasey & Co. 
has the National Distillers’ account. 
A few small announcements of dis- 
tributor appointments were placed 
during the week in various cities. 

Over the National Distillers’ 
emblem, Penn-Maryland Company, 
Inc., ran an illustrated advertisement 
of 1,000 lines on Fleischmann’s dry 
gin, prepared by Fertig, Slavitt & 
Gaffney, Inc. Papers carrying the 
copy were the Times, Sun and World- 
Telegram in New York; American, 
Herald and Examiner and Journal of 
Commerce in Chicago; and Globe, 
World-Traveler, Post and American 
in Boston. 


New Agency Appointments 


Haig & Haig, Ltd., of London, ap- 
pointed L. H. Hartman Co., Inc., to 
handle the advertising of Five Star 


and Pinched Decanter 
whiskies. 

James Buchanan & Company, Ltd., 
London, named the Hartman agency 
to handle its Black & White and 
Buchanan’s Liqueur Scotch whiskies. 

P. D. Saylor, president of Canada 
Dry Ginger Ale, Inc., this week an- 
nounced completion of arrangements 
with John Walker & Sons, Ltd., Kil- 
marnock, Ayrshire, Scotland, for ex- 
clusive U. S. distribution of red label 
and black label Johnnie Walker 
Scotch. The advertising will be 
placed by J. M. Mathes, Ine. 

Kienzler Distilling Corporation used 
275 lines in the Times for its first re- 
peal copy for dry gin and plans ex- 
tensive advertising in the metropoli- 
tan area before extending the cam- 
paign to other cities. Zinn & Meyer, 
Inec., have the account. 

Kerr-McCarthy & Roberts, Inc., are 
advertising agents for Foreign Vin- 
tages, Inc., and placed its 600-line an- 
nouncement of Ruinart champaign 
and Heather Dew whisky represen- 
tations, as well as those for various 
wines and other liquors in the Herald 
Tribune, Times and Sun. 

H. W. Kastor & Sons Advertising 
Company was appointed by Spitzer 
Brothers, Inc., importers and whole- 


Scotch 


salers. The first copy announced Old 
Dutch wine, product of western 
wineries. Appeal was made to buy 


domestic goods “of imported flavor” 
in the 800-line advertisement in New 
York papers. Plans for extending 
the campaign have been laid. 

Three small advertisements were 
placed for Browne Vintners Co., Inc., 
in all New York papers by Mortimer 
Lowell Company. The copy treated 
White Horse Scotch and Piper-Heid- 
sieck champagne separately, and 
Cointreau and Remy Martin & Co. to- 
gether. No further copy is scheduled 
at present. 

H. T. Dewey & Sons Company, 
wines and liquor, named H. W. Fair- 
fax Advertising Agency. During the 
week they ran 400-line copy in the 
Times, Herald Tribune, World Tele- 
gram, Sun, New York Journal of 
Commerce and Wall Street Journal. 
More is scheduled for next week. 

Mouquin, Inc., started its news- 
paper advertising with an editorial 
on “the return to reason,” appealing 
to a public bewildered by many 
brands and claims to follow the lead 
of the large department stores, hotels, 
restaurants and dealers. Copy fea- 
tures a booklet, “The Mouquin Epi- 
cure.” 

Ready for Headaches 


Bristol-Myers Company was one of 
the biggest advertisers of a related 
item during the week. Its executives 
forecast many headaches following 
repeal celebrations, selected the cities 
where probably the biggest parties 
would be held and ran 1,000-line copy 
in 27 papers telling sufferers to ‘put 
the sun back in the sky—with Sal 
Hepatica.” 

The account was recently placed 
with Benton & Bowles, Inc. This was 
the agency’s first Sal Hepatica copy. 
Another piece of this “opportunity” 
copy will appear shortly. The regu- 
lar campaign will start in a few 
weeks. Beginning Jan. 2 the account 
will go on the air weekly in a chain 
hook-up starring Fred Allen, who has 
been creating good humor for Best 
Foods. 

Several new liquor accounts have 
been acquired by Albert Frank 
Guenther Law, Inc., which is han- 
dling advertising of Berry Brothers, 
famous English firm, Bellows & Com- 
pany and Distillers Products Cor- 
poration, as previously mentioned. 

Additional liquor firms served by 
the organization include Austin 
Nichols & Co., wholesale grocer who 
has the agency for Long John 
whisky and other liquors; Graves 
Superior Dry Gin; Flock’s Brewery, 
Williamsport, Pa.; Sparklets Corp., 
which is planning an extensive cam- 
paign; and Ruffino’s chianti, copy for 
which will break next week. 


Archie with KFIZ 


James Archie, Jr., has been named 
advertising manager of station KFIZ, 
operated by the Reporter Printing 
Company, Fond Du Lac, Wis. He 
succeeds William O’Brien. 


Distiller Appoints 
Advertising of the Brown Forman 
Distillery Company, Louisville; has 
been placed with H. W. Kastor & 
Sons Company, New York. 
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ADVERTISING AGE 


WELL DRILLER 


a eee 


STORE MANAGER 


UST THIS: You too have a premium 

priced product . . . sells for above av- 
erage price .. . goes to above average peo- 
ple... oh yeah? 

Not so fast! Let’s not dope out mass buying 
habits from the opulence of the Grand Central 
Zone Offices, lunch tables at the Biltmore, nine- 
teenth hole at the Club, easy chairs in Bronx- 
ville, the North Shore and Bryn Mawr. Come 
calling with us on mattress buyers’ homes. Pic- 
tured here are 21 such homes . . . “just folks” 
who bought $39.50 mattresses this summer. 
Look at these homes; ponder those occupa- 
tions; write for full story of this mattress 
study* and other mass market visualizing ac- 
tivities of ours, 

“Just folks” make the market for any prod- 
uct seeking volume sales... irrespective of 
price. If your problem for °34 is volume, let 
True Story help because True Story offers a 
new, unduplicated reader group . . . more wage- 
earner homes... 85% newsstand sale . . . 78% 
housewives and a rate per page per thousand 
from 27% to 37% lower than other women’s 


magazines. True Story Magazine, 420 Lexing- 
ton Avenue, New York, N. Y. 


* Buyers’ names were secured from dealers’ records through the cooperation 
of the mattress manufacturer. Complete survey covers 97 homes—all buyers 


in the Summer and early Fall 1933, Danbury and Bethel, Conn. 
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Henry Ford Changes His Mind About 


Personal 


Newspaper reporters and trade ob- 
servers were much impressed with 
the changed attitude of Henry Ford 
with reference to direct personal 
contacts when the new 1934 Ford 
was introduced in Detroit this week. 
Mr. Ford not only addressed the en- 
tire dealer organization over the tele- 
phone, but talked freely with inter- 
viewers. He seemed to have re- 
gained what Kipling called the com- 
mon touch, and to enjoy the experi- 
ence. 

Mr. Ford has probably realized in 
the past few months how much pub- 
lic good-will means to him and his 
business. His dispute with the NRA, 
in which a very large part of the 
public gave him their moral sup- 
port, while others criticized him se- 
verely, must have demonstrated to 
him the fact that the more friends 
one has, the better. And that one 
never knows when it will be neces- 
sary to ask those friends for sup- 
port. 

Mr. Ford is one of the most in- 
teresting figures in American life. 
His spectacular success has made a 
story-book hero of him for many, 
but he has alienated the sympathies 
of others by withdrawing from pub- 
lic contacts, and making it difficult 
for the public to visualize him as he 
really is. While he has signed many 
of the newspaper advertisements 
which have appeared for his com- 
pany during 1933, and while it was 
considered probable that Mr. Ford 
himself had actually written the 


Contacts 


|copy, Dearborn, Mich., seemed a long 
way from home to most of his read- 
ers. His new policy will tend to 
correct this. 

It was especially good psychology 
for Mr. Ford to talk directly and 
personally to his dealers. Ford rep- 
resentatives have been through a 
good many tough spots in the past 
few years, but in spite of the inroads 
made by competition, they are loyal 
to the company and the car which 
for so long held first place in sales 
and in the affections of the average 
American. 

It is possible that one of the rea- 
sons for the change of attitude on 
the part of the motor magnate has 
been his observance of the highly 
favorable reactions to Mr. Roosevelt’s 
methods. The easy, familiar man- 
ner in which the president broad- 
casts his important and often world- 
shaking policies to the public, and 
the constant informal contacts which 
he makes wherever he goes, have 
done more to strengthen his posi- 
tion than any other one thing. No 
matter how much his policies may 
be attacked, as long as the public 
supports Roosevelt, the man, he will 
be able to meet the challenge. 

We hope that Mr. Ford’s new atti- 
tude was not assumed for the occa- 
sion created by the advent of the 
new car, but that it represents a 
new approach for him to the tre- 
mendously important problem of 
public relations. 


An Important Problem for Radio 
Advertisers 


As reported in the December 2 is- 
sue of ADVERTISING AGE, Variety, the 
show-business publication, which re- 
cently ranked the various radio pro- 
grams in order of popularity, ‘made 
the significant observation that all 
of the leading programs, except one, 
are identified by the public by the 
name of the headliner, rather than 
the name of the product.” 

If this is literally true, or any- 
where near the truth, it indicates 
that advertisers employing broad- 
casting have overlooked or neglected 
their greatest problem—building a 
program which is identified con- 
stantly and characteristically as that 
of the advertised product. If expen- 
sive entertainment on the air merely 
serves still further to popularize a 
big stage star, without registering 
for the advertiser, it must be con- 
sidered a flop, regardless of its pop- 
ularity. 


The one exception to which Variety 
no doubt referred was Amos ’n’ 
Andy, a program which everybody 
in the country knows advertises 
Pepsodent. Pepsodent introduced 
the team to the air, and they have 
been identified with it ever since 
they went on the chains. The pub- 
lic thinks of Amos ’n’ Andy when it 
thinks of Pepsodent, and vice versa. 
That is the ideal situation, and the 
only kind the radio advertisers 
should be satisfied with. 

Constant changes of programs and 
stars, and lack of appropriateness in 
the program as related to the prod- 
uct, may be the reasons why good 
programs do not always spell good 
advertising. The Variety verdict 
represents a challenge to advertisers 
which they will have to meet if they 
are to avoid in the future the loss 
of results which they seem not to 
have averted in the past year. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE, 


No. 545. Canadian Home Journal 

Circulation Analysis. 

A complete analysis of this na- 
tional Canadian magazine, split up 
by counties, by cities of various 
sizes, by provinces, etc. It gives a 
thorough picture of the distribution 
of circulation of the Canadian Home 
Journal. 


No. 531. Herself. 

A beautiful and impressive bro- 
chure published by McCall's, stress- 
ing the value to advertisers of the 
divisional make-up of the magazine. 
This brochure is devoted primarily 
to the Style and Beauty section, and 
includes beautiful reproductions of 
the covers of this section. 


418. A Million Women with Mil- 
lions to Spend. 


“We have a million women look- 
ing for bargains—what have you to 
sell?” this booklet published for 
Fawcett women’s group, comprising 
Hollywood, Screen Book, Screen 
Play and True Confessions asks. 
The booklet analyzes rates, quotes 
the experience of advertisers in the 
publications, and presents facts of 
interest to advertisers selling to 
women. 


No. 528. Proof—Advertising Can Be 
Effective in the High Places. 
Results of a study of advertising 

effectiveness, conducted among its 
subscribers by Business Week. The 
book points out how advertising 
makes a sales story stick and how 
it builds preference for the adver- 
tiser’s goods. Particularly valuable 
for the light it throws on so-called 
institutional and other business ad- 
vertising, the effectiveness of which 
cannot be gauged by coupon returns 
or direct sales. 


No. 521. The Printability of Certain 
Papers and Why. 


A handsome brochure published by 
Kimberly-Clark Corporation which 
contains an authoritative discussion 
of the factors that enter into the 
printability of papers, and a num- 
ber of beautiful reproductions of il- 
lustrations, many in full color, on 
Kleerfect. 


No. 536. Up-to-date Facts About the 

Ladies’ Home Journal. 

A tabulation, in booklet form, of 
salient features about the Ladies’ 
Home Journal. Includes a discussion 
of circulation, editorial content, helps 
to advertisers, etc. 


No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier-Journal and 
Louisville Times. 


No. 510. How Beer Jobs are Being 
Installed. 


A book describing the selling and 
installing experiences of a Chicago 
dealer in plumbing fixtures in plac- 
ing bars and other dispensing equip 
ment for retailers. Printed by Do 
mestic Engineering. 


No. 517. The Influence of Magazine 
Makeup and Related Selling in the 
Reduction of Advertising Visibility 
and Reading Costs. 


A very interesting brochure which 
analyzes the findings of Daniel 
Starch on visibility and reading 
costs for McCall’s for the periods of 
April to September, 1932, and Octo- 
ber, 1932, to March, 1933. The first 
period covers publication before Mc- 
Call’s was departmentalized, the sec- 
ond after that move. The effect of 


the new plan of makeup is demon- 
strated through numerous charts. 


REAL SERVICE AT THE SERVICE STATION 


tds 


Ned Hilton 


—Collier’s. 


"Don't forget to wipe his goggles, Mac.” 


Voice of the Advertiser 


A. B. P. Has Effective 
Standards for Copy 


To the Editor: After reading your 
editorial on “Copy Control by Pub- 
lishers” I have wondered whether 
you may not have overlooked the 
fact that the business paper mem- 
bers of The Associated Business Pa- 
pers, Inc., since 1929, have been gov- 
erned largely by an advertising code 
developed in that year. Possibly the 
principles developed in this code are 
worthy of general consideration by 
the entire publishing fraternity at 
this time. Here they are: 


1. That advertising copy which 
singles out individual competitors is 
unfair and unethical. 

2. That effective copy best ex- 
presses what the product, equipment 
or service is, rather than what a 
competitor’s is not. 

3. That comparisons between the 
manufacturer’s product and old 
methods or present general practice 
are sounder business building than 
comparisons with a _ single com- 
petitor’s product. 

4. That statements of comparative 
efficiencies must be accompanied by 
proof and complete supporting data 
in the same advertising copy. 

5. That advertisements of patent 
infringement suits being started and 
advertisements of preliminary in- 
junctions are not acceptable. 

An advertisement of a final de- 
cision is admissible, provided the 
facts are capable of substantiation, 
the wording subject to approval, and 
the court and circumstances of the 
decision clearly stated. 

A general notice that patent rights 
will be protected against infringe- 
ment, as a general warning against 
the manufacture, sale or use of in- 
fringing appliances, is acceptable. 

6. That the buyer’s belief in ad- 
vertising statements is in the cus- 
tody of the advertiser (or his agent) 
and the publisher, and both share 
the responsibility for fair play. 

You will be interested to hear that 
many of our members have used 
these standards repeatedly as a basis 
for passing upon the eligibility of 
copy for publication. 

H. J. Payne. 
Secretary, Associated Business 
Papers, Inc., New York. 
+ = 


Appreciates Editorial 


on Clean Advertising 


To the Editor: The writer was 
very keenly interested in the edi- 
torial appearing in your Nov. 25 is- 
sue, “The Publisher’s Responsibility 
for Advertising Copy.” 

It just so happens at the present 
time that a certain Canadian manu- 
facturer is putting out advertising 
ecepy, which while not dishonest, is 
far from fair and which is in a very 
definite way, demoralizing to its par- 
ticular trade. 

Advertising to be effective, not 
only from the standpoint of the 
product advertised, but in the general 
interest of advertising, should al- 
ways be constructive rather than de- 
structive and as a rule very little is 
gained by running down your oppo- 
nent’s products. 

One of our clients manufacturing a 


product competing with the one men- 
tioned in our previous paragraph has 
been considering for the last two or 
three weeks just what action he 
should take. 

We all appreciate that it is next to 
impossible to expect the newspapers 
or the publishers to know what is 
fair copy and what is unfair copy 
and as a result they have a most 
difficult task in drawing a definite 
line as to what to accept and what 
to reject. 

We feel that the more the pub- 
lishers are impressed with the need 
of advertising being constructive and 
the more all advertising agencies are 
also impressed with this thought, the 
fairer all advertising copy appearing 
will be, and as a result confidence 
will increase in advertising. 

We do think your editorial is most 
timely. 

RuSsELL T. KELLEY, 
President, Russell T. Kelley, Ltd., 
Hamilton, Ont. 
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Good Gracious! 


To the Editor: Will guilty parties 
please put a stop to the promiscuous 
use of the word “gracious”? Waldorf 
started with “The Art of Gracious 
Living” and ever since the copy boys 
have been jotting it down with reck- 
less abandon—so successfully that 
now “gracious” is running a close 
race with “discriminating” ... Town 
é Country “An invitation to gracious 
dining” ... The Lombardy “The new 
standard of gracious living” ... 
White Star Line “The art of gracious 
living’ ...and many many more. 

And what does “gracious” mean? 
Funk & Wagnall’s: “disposed to show 
grace or favor; full of kindness or 
love; courteous and condescending; 
kind; affable; possessing or exhibit- 
ing divine grace.” The poor word 
isn’t being done right by. Good 
gracious! 

H. B. PIcKERING, 
Edwin Bird Wilson, Inc., 
New York. 
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Fulton Sees Further 
Advertising Regulation 

To the Editor: I have read the 
report of Mr. Crain’s address, which 
appeared in your issue of Nov. 25, 
with great interest. 

The outdoor advertising industry, 
as you doubtless know, has had a 
censorship committee for a _ great 
many years which has worked effec- 
tively in most cases. The extension 
of that principle to a broader field 
would of course find us ready to co- 
operate fully. 

In specific reference to the Tug- 
well bill, it is my view that the ad- 
ministration will seek to adopt fur- 
ther regulatory legislation, and that 
our efforts should be directed towards 
a rationalization of its unworkable 
features rather than towards defeat 
of the bill as a whole. 

Kerwin H. Fotron, 
President, Outdoor Advertising 
Incorporated, New York. 
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LAUGHS... 
or lotash and ferimutter 


SALES ... 
Jor Campbells Soups 


We blend the best with 
careful pains 
In skillful combination; 
And every single can contains 


Pw | 

n? | OTASH and PERLMUTTER! Names never to be for- The Campbell Soup Company has authorized 

or | gotten. For all America has enjoyed the high-tempered the publication of this statement: 

4 wrangles of the famous cloak-and-suit men. These char- 

= acters grew to national popularity as they walked the pages “Week after week, year after year, we have adver- 
of The Saturday Evening Post. tised in the Post. It has always been our most im- 

» | America laughed at Potash and Perlmutter. Women portant, our most dependable place to advertise. 

™ | reached for Campbell’s Soups when millions of copies of “Through editorial power that is unique, and 

the Post spread the news about their wholesomeness, deli- advertising power that is incomparable, we are con- 

on ciousness and quality. vinced that we receive great value for the money we 

= Through 24 years Campbell’s Soup advertising has invest in the Post. 

- appeared in The Saturday Evening Post. In that time “There can be no stronger evidence of our R 

ry, Campbell’s has become the world’s best-known maker of belief in The Saturday Evening Post than our Wf 

eat soups. Their fame has grown—their sales have kept pace. use of color pages in every issue.” Stommast 


eld | THE POWER THAT BRINGS NATIONAL REPUTATION TO AUTHORS AND LIFE TO THEIR CHARACTERS IS 
“ | THE SAME POWER THAT GIVES NATIONAL REPUTATION TO ADVERTISERS AND LIFE TO THEIR TRADE 


THE SATURDAY EVENING POST 


"AN AMERICAN INSTITUTION” — 
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NO DEMAND SEEN 
FOR CHANGES IN 
FOOD, DRUG BILL 


New York, Dec. 7.—Following a} 
local survey of public opinion, 50 ex- | 
ecutive officers of Chambers of Com-| 
merce in representative American 
cities have advised the Proprietary 
Association, almost without excep- 
tion, that they can find no demand 
for changes in the present food and 
drugs act. 

The outstanding exception is 
Joseph M. Parker, general manager 
of the Oakland, Calif., Chamber of 
Commerce who said: 

“Public opinion has been focused 
on this act, due to federal govern-| 
ment activity in promoting the re- 


have been published books, such as) 
‘One Hundred Million Guinea Pigs’ 
and others, that have aroused public 


DISCOVERED 


Not content with the geographical limitations of his 
fifteenth century world, Columbus set out and discovered 
a new land—America! A rich continent of sales awaits 


your products in the CHURCH HOME UNIT. 


ment of Agriculture for the control 


we believe that some definite 
step in this direction is essential.” 
Kent Kinniburgh, manager of 
| the Casper, Wyo., Chamber of Com- 
merce, quoted the Casper Tribune- 
Herald's statement that the Tugwell | 
bill was being looked upon locally as 
an anti-NRA bill. 

correspondents digressed 
to point out the harm proposed legis- 
lation such as the Tugwell bill does 
to business while it is pending. 


written.” 


New York, Dec. 7.—The Sales Ex- 
ecutives’ Club rejected a resolution 
on the Tugwell bill presented at the 
lease of news reels and printed mat-| regular weekly meeting of members 
ter telling about some of the destruc-| today on the grounds that it was not 
tive and worthless compounds which| specific and therefore not construc- 
are sold to the public as_ effec-| tive. 
tive and beneficial drugs and foods.| present a new draft at next week’s 
In addition to these activities, there | meeting. 

Debate on the resolution followed | 
an address by Carroll Rheinstrom,| and letters, New York, has moved its 
vice-president of Liberty, whose sub- | offices to 122 E. 42nd St. 


Human Relations,” 


Opinion, a journal 


DISCOVERED 


CHURCH HOME FAMILIES catch every 
detail in the parade of your products in 
CHURCH HOME PUBLICATIONS. They 
read from cover to cover. They are ready 
buyers. Here’s where your advertising 


belongs! 


in adequate and extensive ject was, “How to Make People Want 
control and censorship of commercial | Your Product.” 
firms distributing foods and drugs. 

“We do not know that the solution | committe 
of this problem lies in forming an ad-| Davison, Jr., Higgins & Low, Inc., 
ministrative section of the Depart-|¢hairman; Bernard Lichtenberg, 
Alexander Hamilton Institute, and D. 
of censorship of advertising. How-| B. Reed, Jr., Loose Wiles Biscuit Co. 
It expressed “unanimous opposition 
to and disapproval of the bill as now 


The resolution was written by a 
e comprising George M. 


Wm. H. Ingersoll, sales consultant, 
was added to the committee today. 
Mr. Lichtenberg is also chairman of 
the legislative committee of the As- 
sociation of National Advertisers. 


Erwin, Wasey Have 
“True Story” Program 


True Story Magazine, New York, 

has appointed Erwin, Wasey & Co. to 

. direct a program over the NBC- 

Draft Resolution WEAF network Sunday from 7:00 to 
7:45 p. m., EST, starting Jan. 7. 

The program, “True Story Court of 


will be built 


around stories appearing in the mag- 
azine. Characters presented in the 
magazine’s editorial matter will be 
tried in a radio court and the listen- 
ing audience will be asked to act as 
The committee was asked to/a jury. 


“Opinion” Moves 


of Jewish life 


The wind-propelled crafts of Robert Fulton’s day were 
good but not good enough for him. The CHURCH HOME 
UNIT offers you the opportunity to put steam behind 


DISCOVERED 


Just yesterday explorers ventured to a newcontinent—Little 
America. Today they return to press further on. A year 
ago a large national advertiser explored the sales possibili- 
ties of the CHURCH HOME UNIT. And now he, too, ex- 
plores this lucrative market further with these publications. 


Here is a compelling medium — the better religious 
publication that reaches into the hearts and minds of 
real propects for your products. The entire family reads 
this, their favorite publication, in the quiet of the home 
with the utmost of attention. Your message is sharply 
impressed upon this valuable group of readers. 


What better way for you to tell your story than on these 
pages? It is assured of a large eager audience of church- 
going people who represent the very substance of the 
community in which they live. 


PARADE 
YOUR 
PrRopUCTS 


WHERE THEY’LL 
BE SEEN... 


What the CHURCH HOME UNIT 


Offers You 


1 500,000 circulation in 17 publications of 
all denominations at a remarkably low 


rate. 


2 A virtual certificate of merit for your 
product. Advertising is restricted to 


only reliable products. 
3 A preferred reader interest. 
4 A Class Market at Mass Price. 
% One order, one plate, one bill. 
6 Full process color at attractive rates. 


Send for further information on the actual sales results 
in this group by several large national advertisers 


A DIVISION OF THE RELIGIOUS 


The Church 


PRESS ASSOCIATION 


325 NORTH 13th STREET— PHILADELPHIA 


NEW YORK 


CHICAGO 


BOSTON 


NEWELL-EMMETT 
BOYS BEAT ALL 
ON REPEAL NEWS 


Fast Work Scores Big Scoop 
for White Rock 


(Pictures on Pages 1 and 20) 


New York, Dec. 7.—In exploiting 
the interest in scenes of repeal cele- 
brations in behalf of White Rock, 
Newell-Emmett Company, Inc., beat 
the advertising world on repeal news 
and probably set a record for speed 
in preparing an advertisement. 

As a result of the frenzied but ef- 
fective labors of the agency’s copy 
and production executives Tuesday 
night, New Yorkers reading the 
early Wednesday morning editions 
of the World-Telegram and Sun won- 
dered if the dog watch hadn’t par- 
taken too freely of the new legal 
goods before coming on duty. Even 
after some study, that seemed the 
only explanation for a 1050-line, pic- 
ture section layout depicting fash- 
ionable diners-out celebrating re- 
peal, which made perfect feature 
editorial matter, except for mention 
of White Rock in the captions and 
one White Rock logotype. 

The remarkable advertisement 
really had its inception in May when 
the “alkaline side” campaign, in an- 
ticipation of repeal, was begun in 
newspapers in New York, Boston, 
Philadelphia, Washington and Chi- 
cago and several class magazines. 


Scorned Advance Photos 

When the agency men decided 
several weeks ago to celebrate the 
success of the campaign and repeal 
at the same time with a special piece 
of copy recording pictorially White 
Rock’s participation in the opening 
of the new era, Harry Walsh, ac- 
count executive, scorned the sugges- 
tion that pictures taken Monday 
night be presented as Tuesday 
night scenes. 

If the agency men had not been 
sticklers for truth in advertising, 
they could have utilized the facilities 
offered newspapermen Monday night 
by leading hotels and restaurants, all 
of which assembled a plentiful sup- 
ply of celebrities and repeal proper- 
ties for publicity purposes. More 
than one newspaper used pictures 
taken at that time in Tuesday night 
and Wednesday editions. 

Accompanied by instructions to 
spare no trouble, the job of produc- 
ing the advertisement was turned 
over to John P. Cunningham, copy 
chief; Edward F. Molyneux, art di- 
rector; Charles G. Ickrath, mechani- 
cal executive; R. K. Jones, new 
business department, and _ Paul 
Hesse, an independent commercial 
photographer. While the others 
were chosen for skill at regular spe- 
cialties, Mr. Jones was drafted be- 
cause of his ability to talk perfect 
strangers into quick cooperation. 


Off on the Job 

Promptly at 5:32 p. m., when re- 
peal became a fact, the indefatigable 
company left the Newell-Emmett of- 
fice to hail a taxicab. In the follow- 
ing six hours they photographed over 
100 dinner party scenes in eight 
leading hotels, secured about 50 re- 
leases from diners and waiters who 
might appear in the advertisement, 
selected six of the best pictures, en- 
larged and retouched them, wrote 
captions, made the layout and O. K.’d 
the finished advertisement at the 
World-Telegram office in ample time 
for plating before the first edition 
was locked up at 2 a. m. 

The film exposed at the first two 
hotels covered was sent to Mr. 
Hesse’s studio by messenger. The 
party itself dashed to and from the 
studio three times in the course of 
the evening to select the best pic- 
tures as they left the tank, identify 
the subjects, check releases and give 
directions for retouching. 

Before leaving the studio the last 
time for the World-Telegram offices 
there was a neat triple play as Mr. 


Molyneux, in charge of layout, 
passed the caption measurements on 
to Mr. Cunningham, who, as he 
wrote each caption, passed it on to 
Mr. Ickrath to telephone to the news- 
paper office. 


Quick Selling Job 


All six tables shown in the finished 
advertisement bore no bottled goods 
but White Rock, and Mr. Cunning- 
ham was frank to admit to ADVER- 
TISING AGE that this happy circum- 
stance was not due wholly to acci- 
dent. However, no shot was prear- 
ranged. The agency men picked 
their subjects after arriving on the 
scene, and sold the proposition, ar- 
ranged the tables and secured the 
releases in one operation. 

Several times between eight and 
nine o'clock it was necessary to re- 
move dishes from the tables of the 
fortunate subjects in order to pro- 
duce the correct White Rock atmo- 
phere. So persuasive were the 
agency men that the diners were in- 
stantly obliging and not a moment’s 
time was lost. 

Mr. Cunningham had foreseen the 
difficulty of quickly securing the 
many releases necessary and the 
danger of accidently including a per- 
son whose release had not been ob- 
tained. For these reasons, he or- 
dered all shots taken with a wall or 
curtain for a background. If not for 
this precaution, it would have been 
impossible to have finished the job 
in time for the next day’s papers 
and be sure of coverage on releases. 


Used Candid Camera 


Use of a candid camera eliminated 
the trouble of keeping picture crash- 
ers out of the scene. Under the cir- 
cumstances this. difficulty might 
have ruined the evening’s work if 
the ordinary picture-taking para- 
phernalia had been used. As it was, 
only those who were told knew the 
pictures were being taken and they 
did not know when the pictures were 
snapped. 

The only text in the advertisement 
in addition to captions and logotype 
was the headline and a footnote, 
reading, “All photos taken last night 
by Paul Hesse with his candid cam- 
era.” The headline stated: 

“Last Night New York Went Over 
on the Alkaline Side: Repeal-around- 
town as seen by our cameraman.” 

“The 14-year blight comes to an 
end,” said a typical caption. ‘‘Help- 
ing to scotch it last night at the 
Commodore were Mrs. Jane Wicker: 
sham, Miss Mimi Richardson and 
George Lessey. No sweet mixers in 
sight. Just White Rock—plus.” 


J. E. D. Benedict 


Leaves Metropolitan 


J. E. D. Benedict, for almost a dec- 
ade advertising manager of Metro- 
politan Life Insurance Company, has 
announced that he will retire from 
that position early in 1934. 

Direction of Metropolitan advertis- 
ing will thereafter be centered in J. 
L. Madden, third vice-president. Stu- 
art Benedict, son of J. E. D. Bene- 
dict, and formerly with Charles 
Scribner’s Sons and Hawley Advertis- 
ing Company, will be Mr. Madden’s 
assistant. 


Clifford B. Reeves 


Joins Doremus & Co. 


Clifford B. Reeves, formerly asso- 
ciated with the investment banking 
firm of J. G. White & Co., New York, 
has joined Doremus & Co., New York. 

Mr. Reeves was associated with the 
late Francis H. Sisson as advertising 
manager of the Guaranty Trust Com- 
pany, New York, and is well known 
as a contributor to newspapers and 
general magazines on financial sub- 
jects. 


Name Andrew Cone 


Lawrence Management, Inc., oper- 
ating the Lawrence properties and 
Hotel Gramatan at Bronxville and 
the Lawrence Farms at Mt. Kisco, 
has appointed the Andrew Cone Ad- 
vertising Agency, New York, effective 
Dec. 15. 


Lawrence to Speak 


David Lawrence, publisher of the 
United States News, Washington, 
D. C., will address the Technical 
Publicity Association, New York, 
Dec. 13, on “The Capitol Looks at 
Capital Goods.” 


cea ae 


L 


rr rr rrr rrr rr rr -_ 
~. _ —E — | — 
er 
a | 
| | | 
7 a 
ia | 
gece 
aoa < 
eae 
soe 
/9, ae 
oa | 
ei 
es | 
eee 
ced ——_—_— —- —— — — SS 
ee 
Z | 
| SC—“C;sSSCCis 
| 
] 
fw € 
~~ 
= 
5 cy ues 
Rees 
ie 
®, 
‘ 
F \ 
tt Da, 
F 
3] | 
; | 
i | 
ec WH 
ijl \\ NSBA your sales. 
oe 
ss ~ 
: \ | 
| tT 
is Y Re 1". 3 | 
peta ahs ees A } 
ie 
oe Ps ’ 4 \ \ | 
iii 2, B N= \ LA | 
sical ies, B \ PAS | 
.o =". FA \\ aes 
Se Cl emi 
“4 hd 
g O: Git: 
: gan is; be? 7's 
. S43 (7 ——_— 
i to Sek "y >= 
an 
pe | 
ee | 
| , — 
eC 
FC Pe Le | 
: gam 
Re, XY ’ 
™ — 
7 7 7 ~ * : as evel * 7 if ¥ : =e. Srey 7 uy a Te OR See : Bean ~SnC y aeeg Pace Yh ee 5 4 a eS ee : i on AS +3 ae ers eee 
yy “ one : . @ ape fan er s 5 ——— 5 a oe Ris peer = = , a kh ts yi ae er is rae ee “i 
seg hh See cn he pees ca hae pase Ge a eo) (Ca, {8 ae Ch, See eae 1 i aay aby See Rae eA tne Ear as a tg era, 
am ee eee eee cs Tamera gee eee per ee en Oe eae et re ce oe i 
cy 7 Cees ey eR ce high a OAK he gs ea rice ue oe ay eric AT oa ve CUE aot ney ae ae 1 SRR Ee EMI cies ick ae Paes € sy ert te akg Ne? REE aig hc ae.) GS CNG ss 1 ne 
2 “4 " a Ae ee 8 Sie oe ee Pee Caregen emo cl REL Sake aly Ok ER ed Sy gL aay eee AD ho oho aie Sa te Mae I 4 fae a. aera pee ma. oe le ng Pees Whee ene aA gee Ree =, ea ae ae Ms 
M be aT ae he ae ee POP ioe Me” BEES RS as” Sm Ree tm pe SUIEM hed es Nag ee mR Te aala Cm eh open aga ma a peel : TM Re Pin Sika hoy ke) Ge eee ate em eee: Ba sted a et est eager ieee Pea SEN ee ee sn 
Bata es, tS ene gh 7 Rip tr ae 2 ced iene REESE a BCS Be kee on hts yy, ea ena at. ere er a. eee Ms nS.” een me et 2 ea SL Bate Oe eat 
i pee ee Et ee MU ae Me ee Ge epee A Meee a ees 


13 December 9, 1933 ADVERTISING AGE 7 


t, 
nm 
ie 
o 
s- 
| 7 
Ti 
is 
B- 
R- 
n- 
i- 
r- 
d 
Wl i 
— a 
: CTT1E euticmen : 
id 
: @ 
ie 
O- 
O- | 
t) i 
n- 
's 
le 
ie 
ie 
r- | 
-_ 
T- 
yr | 
or 
n 
yb 
's 
s. 
d 
h- 
T- 
it 
if 
» | 
Ss, ) 
ie 
y 
re 
at 
6 | 
e, 
it 
n- | 
ar 
d- 
in 
D- T TOOK a little suggesting—and a lot of knowing what they want—for 
od those two lads at upper right to assure themselves the dinner they’ve just 
ve tucked under their belts—a dinner that had to suit them to a T. 
in & About the time they sold Dad the idea that a new car should be his con- 
ot om tribution to the family’s Christmas cheer, they began to get Christmas dinner 
i ion lined up right. 
“Let’s have plum pudding this year!’’ said Bob—and the trick was done. 
n ‘‘How about trying that cranberry juice cocktail?’’ asked Jim—and another 
c- i. ng food finds its way to the Christmas table —to stay and prosper if the boys 
| oe xy ike it. 
“ _— "TAKE a tip if you sell foods. Mothers are boss in their kitchens, but it’s 
| boys in a family who decide what goes on the table. If you have a boy, 
8- consider your own breakfast. Note what cereal you eat—and note it’s the one 
| your son prefers. 
e- If you haven’t a son of your own, ask the man who owns one—and let him 
sia tell you how to sell to families by ‘‘selling’’ the boys in the families. Whether 
na it’s food or flashlights—rubbers or radios—it’s usually the boy who knows, 
and his choice that decides. 
| There’s A Million of "Em 
Take advantage of the boy market. A wealth of sales awaits your adver- 
>. tising here. More than a million boys read boys’ magazines. They intluence 
o- | the family buying of everything from cars to cameras. They are the inside 
¥4 track to family buying. Sell them and you’re in—in more than a million 
k, homes. 
kk. 
16 The Open Road for Boys is one of several good 
“ magazines reaching this important market. 
i. For quick action, for steady sales, for profitable 
‘ advertising, cover the boy field. 
r- 
1d 
: T 
0, 
| ’ AD " 
1e O 
n, 
al L. S. GLEASON. Advertising Manager 
. 122 East 42nd Street, New York City 
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Balk of Colgate 


Account Goes to 
Benton& Bowles 


Chicago, Dec. 6.— Colgate-Palm- 
olive-Peet Company last week end 
announced the appointment of Ben- 
ton & Bowles, New York, to handle 


advertising of Palmolive soap, Super- | 


Suds, Palmolive shaving cream, Oc- 
_tagon soap, and Peet’s Granulated 
and other laundry soaps. 

This agency recently was named 


to handle the account of Cashmere 
Bouquet soap, another Colgate prod- 
uct. 


Advertising of Colgate Ribbon 
Dental Cream and Colgate Rapid 
Shave Cream was placed with Young 
& Rubicam, New York, some time 
ago. 


To Move Offices 


With all of the company’s adver- 
tising in the hands of eastern agen- 
cies, it is anticipated that removal 
of the company’s general and adver- 
tising offices to the New Jersey plant 
| will be carried out shortly after the 
| first of the year. 


Will Take Liquor Copy 


Review of Reviews and Golden 
Book Magazine have announced that 
they will accept wine, beer and liq- 
uor advertising from reputable com- 
panies, subject to post office regula- 
tions and the principles outlined by 
the National Publishers’ Association. 


Promote Reiter 


Virgil Reiter, Jr., who has been 
connected with Scott Howe Bowen 
for four years, has been appointed 
manager of the radio division of 
Macy & Klaner, Chicago, western 
representatives of the former com- 
pany. 


Ready Jan. Ist 


SECOND 
CLEVELAND 
KITCHEN 
INVENTORY 


A complete inventory of branded products in 5457 Cleveland 


kitchens. 


A 2% cross-section of all Cleveland Homes. 


Conducted by the Parent-Teacher Associations of Greater Cleveland. 


Data tabulated by the International Business Machines Corporation. 


Entire cost defrayed by the Cleveland Press. 


The inventory will disclose the shift in consumer acceptance of 
every branded food product on the Cleveland Market within the 


past 18 months. 


It will show the exact increase or decrease of chain store buying 
habit within the past 18 months. 


It will show the effect of lowered prices, larger packages, improved 
quality of each product in each class group of Cleveland’s 


population. 


It will show the exact penetration and duplication of national 
magazines and newspapers among every class of Cleveland people. 


SC cecal 
I cot 


Daily 


These important data and thousands of other pertinent facts 
will be available to you on January 1, 1934. Write the Na- 
tional Advertising Department for an appointment to study 
the survey's application to your specific problem. 


The Cleveland Press 


A 


Scripps-Howard 


NATIONAL ADVERTISING 
DEPARTMENT 


SCRIPPS 


CHICAGO SAN FRANCISCO 


-HOWARD 
NEWSPAPERS 
230 PARK AVENUE, N.Y.C. 


LOS ANGELES 


Newspaper 


OF 


RIDES — HOw SRD) 
DALLAS DETROIT 


PHILADELPHIA 


MEMBER OF THE UNITED 

PRESS...OF THE AUDIT 

BUREAU OF CIRCULATIONS, 
and of 

MEDIA RECORDS, INC. 


BUFFALO ATLANTA 


GOODWIN PLAN 
ENROLLS ARMY 
OF HOUSEWIVES 


SixMillion Consumers Pledged 
to Project 


Chicago, Dec. 7.—Adolph O. Good- 
win, president of the Goodwin Cor- 
poration, and originator of the Good- 
win Plan, which has stirred intense 
interest and debate in and out of 
marketing circles, announced today 
that the initial objective has been 
reached. 

The Goodwin Corporation, he said, 
has completed the Herculean task of 
organizing 1,500,000 families, repre- 
senting more than 6,000,000 consum- 
ers, who are pledged to buy products 
and brands indicated by the Goodwin 
Corporation. 

This army of buyers will be con- 
trolled through district managers 
and representatives. Small units of 
purchasers are headed by church 
women designated as “broadcasters,” 
each working among ten or more 
church members or friends. 

Cost of the Goodwin Plan to the 
manufacturers using it will be 3%, 
per cent, divided as follows: Two 
per cent to the “broadcasters” for 
the sales they bring about; 1% of one 
per cent to the district manager and 
representative as their commissions; 
¥, of one per cent for operating a 
clearing house for evidences of pur- 
chase, merchandising service to man- 
ufacturers, and national institutional 
advertising; and % of one per cent 
which will represent the gross profit 
of the Goodwin Corporation. 


Advertising Required 


In addition, manufacturers avail- 
ing themselves of the Goodwin Plan 
will be required to spend three per 
cent of their wholesale sales for 
newspaper advertising in the terri- 
tory from which the sales are com- 
ing. 

This advertising will be placed 
through the present agencies of the 
manufacturers, since the Goodwin 
Corporation will function purely as 
a sales promotion organization. 

The 3.5 per cent required by the 
Goodwin Corporation in the opera- 
tion of its plan will come out of 
sales promotion budgets and not out 
of advertising appropriations, Mr. 
Goodwin emphasized. 

The key to the entire plan is the 
perennial need of churches for money 
with which to carry on charitable 
and other activities. While the con- 
tract of the Goodwin Corporation is 
with the “broadcaster,” the latter 
will donate her two per cent commis- 
sions to the church of which she is a 
member in almost every case. 

In spite of the fact that the Good- 
win Corporation is ready to launch 
its new plan, its organization work 
is by no means complete. It expects 
to have 250,000 “broadcasters,” each 
contacting ten or more families, at 
work by the first of the year. The 
rapidity with which the organization 
work is being conducted is indicated 
by these figures: 


Has 160,000 Now 


On Oct. 1, the plan had organized 
9,616 broadcasters. On Nov. 1, the 
number had increased to 52,366, and 
on Dec. 7, to 160,578. These statistics 
indicate that the organization work 
has attained amazing momentum and 
that this phase of the plan has de- 
veloped into an automatic process. 

Regardless of the number of fami- 
lies thus placed under the Goodwin 
standard, however, no manufacturer 
will be given unlimited rights to the 
use of the plan. In order to avoid 
the charge of fostering a monopoly, 
the company will not give exclusive 
rights to any one manufacturer. 

Each “broadcaster” provides each 
woman working under her direction 
with “The Housewife’s Purchase 
List,” containing, under appropriate 
headings, such as “Grocery Store 
Products,” the brands of manufac- 
turers who are participating in the 


Goodwin Plan. This will serve as a 
constant reminder to the housewife 
to help the church by buying these 
products and no _ others. These 
brands will cover all price ranges, 
so that the housewife’s budget need 
not be disturbed in any way. Fur- 
thermore, she is given the option of 
crossing off any brand which may 
conflict with her own personal tastes 
and interests. The wife of a shoe 
manufacturer, for instance, will not 
be expected to buy other shoe brands 
which may appear on the purchase 
list. 
Secure Cooperation 


Newspapers, which apparently will 
enjoy an additional volume of adver- 
tising if the plan works as expected, 
are cooperating closely with the 
Goodwin Corporation in organizing 
church workers in their respective 
trade areas. This applies likewise to 
the papers which are members of the 
American Press Association, made up 
chiefly of weeklies. 

Thougitsome opposition has devel- 
oped recently, ministers in many de- 
nominations are also heartily in ac- 
cord with the plan as a dignified and 
legitimate means of raising funds for 
the prosecution of their work. In 
fact, written approval of many min- 
isters was secured before the Good- 
win Corporation sent its 232 district 
managers into as many cities, includ- 
ing all over 50,000 population. 

The Goodwin Corporation’s re- 
quirements for participation by any 
manufacturer also appealed with 
great force to churchmen. One is 
that manufacturers using the plan 
do their share toward creating 
and maintaining purchasing power 
by dividing profits on increased busi- 
ness resulting from efforts of Good- 
win Plan “broadcasters.” 


Small Bakers 
Alarmed Over 
5-Cent Bread 


Chicago, Dec. 7.—The five-cent loaf 
of bread, which has been the center 
of a bakery war in Michigan, Indi- 
ana, Wisconsin and other states, 
made its appearance in Chicago this 
week, both Ward Baking Company 
and Continental Baking Company an- 
nouncing new “Thrift Loaves” in 
large newspaper space. 

Officers of both companies said 
that the advertising was making a 
virtue of necessity. The five-cent 
loaf, they allege, was introduced by 
a chain store grocery with such suc- 
cess that the independent bakers 
were forced to follow the example. 

Small retail bakers of Milwaukee 
have been balked in their initial at- 
tempt to invoke the powers of NRA 
against the producers of the five-cent 
loaf. An investigation in that city 
failed to sustain their charge that 
the chain stores were selling bread 
at less than the cost of production. 

The retail baker is shoved out of 
the picture by five-cent bread, it is 
asserted. He cannot make a loaf of 
the same weight sold by his larger 
competitors at this price and stay in 
business. Further developments are 
probable, many believing the govern- 
ment will step into this situation 
with an investigation, just as it re- 
cently aired milk marketing methods 
around Chicago. 


W. F. Hall Appoints 
Cowles Eastern Manager 


Wendell H. Cowles has been ap- 
pointed eastern sales manager of the 
W. F. Hall Printing Company and 
the Art Color Printing Company, 
Dunellen, N. J., a subsidiary. 

The sales offices of both companies 
will move to larger quarters in the 
Graybar Bldg., New York, Dec. 11. 


Real Silk Changes 


Ted Weems and his orchestra will 
replace Vincent Lopez on the Real 
Silk program, starting Sunday, Dec. 
10. The series will be heard at the 
same time, 7 to 7:30 p. m., EST. 


Distributors Appoint 


Embassy Products, Inc., New York, 
distributors of Dry “Imperator” 


Champagne, have placed their ac- 
count with Peck Advertising Agency, 
New York. 
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N. P. A. ‘TUGWELL 
COMMITTEE’ LAYS 
DOWN ‘PLATFORM 


Advertising Men 
Develop NRA Game 


A new game for children and 
grownups, the NRA game, has been 
developed by John Carden, Ralph 
Woodfall and Joseph Blue of Adver- 
tising Management Associates, Bos- 
ton. 

The new game, in which comple- 
tion of “NRA codes,” despite the ob- 


stacles presented by “buzzards,” 

“hoarders,” “chiselers,” etec., is said 

New York, Dec. 7.—At its first|to have received the hearty approval 
meeting, the special committee of|of Washington officials. It is being 


the National Publishers Association 
which has been appointed to protect 
publishers’ interests with reference 
to the Tugwell bill, drew up a gen- 
eral platform outlining its attitude 
toward the bill. 

The committee announced that it 
is in favor of: 

The elimination of fraud from ad- 
vertising. 

The prevention of advertising of 
cures for such ailments as do not 
ordinarily yield to home treatment, 
or that are generally dangerous or 
usually ineffective. 

The establishment of government 
minimum standards for foods or 
drugs, subject to court review to 
establish their reasonableness; these 
standards designed only for the pre- 
vention of fraud and protection of 
health and not as a merchandise 
buying standard. 

The committee is definitely op- 
posed to: 

Bureaucratic control of advertis- 
ing. 

Making technical misrepresenta- 
tion a criminal offense. 

The sponsoring of food products 
by the government through the com- 
pulsory branding of foods, as “U. S. 
Grade A,” or any other government 
designation. 


Asks Court Hearing 


Bureaucratic power to judge an ad- 
vertiser guilty of fraud or misrepre- 
sentation without a court hearing. 

The awarding to any bureau of the 
power of publicizing alleged misrep- 
resentation before there has been a 
court hearing. 

The suppression of reasonable 
knowledge about food values and 
self-medication. 

Any law that penalizes the adver- 
tised product as compared to the 
non-advertised product, by making 
the printed word an offense without 
discouraging substitution by penal- 
izing point-of-sale misrepresentation, 
covering both the counterfeiting of 
an advertised product and word of 
mouth deception. 

Lee W. Maxwell, Crowell Publish- 
ing Company, is chairman of the spe- 
cial N. P. A. committee which drew 
up this platform. Other members 
are: 

Fred A. Healy, Curtis Publishing 
Company; R. E. Berlin, International 
Magazine Company; John C. Sterl- 
ing, McCall Company; R. L. Johnson, 
Time, Inc.; S. R. Latshaw, Butterick 
Company; O. J. Elder, Macfadden 
Publications; and Roy Dickinson, 
Printers’ Ink. 

“There are in the bill,” the com- 
mittee declared, “other items about 
which the committee has a negative 
sentiment. But it has concluded not 
to express an opinion about them, 
preferring to leave such suggestions 
to those to whom the legal or prac- 
tical aspects are necessarily more 
clear. Among such items are: (a) 
labeling; (b) listing of formulae; 
(c) misbranding; (d) adulteration 
of foods; and (e) factory inspec- 
tion.” 


Rich Has New Paper 
and New Office 


Gillette Publishing Company, Chi- 
cago, has sold Brewery Management 
and Engineering to H. S. Rich & Co., 
Chicago, publishers of Western 
Brewer. 

H. S. Rich & Co. have established 
a Cleveland office in charge of Glenn 
Royer, formerly representative of 
Brewer & Maltster, to cover Michi- 
gan, Ohio, and western Pennsylvania. 


House Organ Expands 


Apartment House Management, for 
six years the house organ of the As- 
sociation of Apartment House Own- 
ers, Cleveland, will become a _ na- 
tional magazine as a result of the 
organization of the National Asso- 
ciation of Apartment House Owners 


manufactured and distributed by 
Milton Bradley Company, Spring- 
field, Mass. 


Coast Agency Moves 


Smith & Purdom, San Francisco 
agency, has moved to the Monadnock 


Photographing 
$200 Glasses 
Delicate Work 


(Picture on Page 20) 

Toledo, 0., Dec. 7.—Five hundred 
de luxe catalogs, picturing stemware 
which will make life perfect for dis- 
| criminating drinkers, have been is- 
|sued by the Libbey Glass Manufac- 
turing Company, which recently 
broke into the ranks of national ad- 
vertisers. Distribution of the new 
catalogs, which cost $8 per copy, is 
limited to large retailers. 

Photographs for the new volume, 
made by Underwood & Underwood, 
show wine glasses worth as much as 


glassware created a problem for the 
photographers, since it could not be 
transported to their studios by 
ordinary means. The situation was 
met by having their own chauffeurs 
bring small lots to the studio at a 
time. The photographers took out 
insurance to protect them against 
theft or breakage. 


The Libbey Glass Manufacturing 


Company is about a month behind | 


with orders, attributing the influx of 
business to demand created by repeal 
of prohibition. 


The company, which is already ad- 
vertising in a large list of papers, 
plans to expand its schedule further 
in 1934. Now being used are Vogue, 
Harper's Bazaar, Arts and Decora- 
tion, Vanity Fair, House and Garden, 


and Home and Field. The account is 
handled by J. M. Mathes, Inc., New 
York. 


Discusses Letters 


A complete and _ authoritative 
treatise on the subject of executive 
letters is included in a booklet on 
that subject now being distributed 
by American Writing Paper Com- 
pany, Inc., Holyoke, Mass. Copies 
may be had by writing the company. 


Leaves Ferry-Hanly 


James E. Stickney, for 15 years 
with Ferry-Hanly Advertising Com- 
pany, has resigned from the com- 
pany and will form with R. V. 
Wayne, president of Wayne Services, 


Bldg. 


| $2,500 a dozen. 


The value of the|The New Yorker, 


Inc., the Traton-Wayne Studios, Inc., 


House Beautiful | with headquarters in Detroit. 


N THE sales manual of every life 
insurance company appears a 
section on what to do when a pros- 
pect says, “I want to talk it over 
with my wife.” Fresh in the memory 
of every life insurance salesman is 
the last occasion on which he had 
Montgomery Q. Prospect sold, only 
to have him report next day that 
Mrs. Prospecthad turned her thumbs 
down on the deal. 

The shadow of a woman stands 
behind every man who buys insur- 
ance, ready to help or hinder the 
sale according as she thinks well or 
ill of the insurance company, or of 
adding to the family budget at this 
moment, or of the institution of in- 


in August. 


surance in general. 


That insurance company is well 
advised which places its message 
where the eyes of both husband and 
wife will fall upon it. That insurance 
agent is hacky who does not have to 
convince the wife as well as the 
husband of the virtues of his prop- 
osition. 

All in all, it’s a swell example of 
the glowing truth that in this world 
things are NOT bought by husband 
or wife alone, but by the family 
conference. 

Redbook is one of the few maga- 
zines which are read by both sides of 
the family in almost exactly equal 
numbers. Every thousand copies are 
read by 1480 women and 1420 men. 
And in Redbook, insurance adver- 


WANTED 


$10,000 WORTH OF INSURANCE 


(MAYBE) 


tising is read by men plus women for 
30% less cost to the advertiser than 
space in one-sex magazines. 

To sell insurance to the man, sell 
the family! Redbook Magazine, 230 
Park Avenue, New York. 


SIR PHILIP GIBBS’ great new novel 
**THE CROSS of PEACE” is the January 
novel-of-the-month printed complete on 
the pages of Redbook now on sale. A 
$2.00 bookstore value in addition to Red- 
book’s regular features. 
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ADVERTISING AGE 


December 9, 1933 


McJunkin, Lorenzen 
in Charity Drive 

William D. McJunkin, president of 
the McJunkin Advertising Company, 
and Gen. A. F. Lorenzen, of Lorenzen 
& Thompson, have been appointed 
chairmen of the advertising division 
for “Chicago's Own Christmas Bene- 
fit,” to be held at the Stadium Dec. 
20. The appointments were made by 
Mayor Kelly. 

Philip L. Henriquez, St. Louis 
Post-Dispatch, and Homer J. Buck- 
ley, Buckley, Dement & Co., are mem- 
bers of the committee. 


Steel Firm Appoints 


Hoover Steel Ball Company, Ann 
Arbor, Mich., has placed its account 
with Holden, McKinney & Clark, De- 
troit. 


Southern Pacific 


Advertises Low Rates 


The Southern Pacific Company 
took large space in western news- 
papers Dec. 1 to announce a new rate 
structure for passenger fares. Pull- 
man rates are down one-third and 
transportation is now two cents a 
mile or less. 

Lord & Thomas, San Francisco, are 
in charge. 


Dale Robertson, formerly vice-pres- 
ident and general manager, station 
| WIBM, Jackson, Mich., has been ap- 


Detroit, American sales representa- 
tives of station CKLW, Detroit and 
Windsor, Ont. 


ALMA. ENDORSES 


PRINCIPLES OF 


pointed assistant to George B. Storer, | 
president of Essex Broadcasters, Inc., | 


“TUGWELL BILL” 


Its Passage 


Chicago, Dec. 9.—Although the 
American Medical Association dis- 
claims any responsibility for prepara- 


| tion of the Tugwell bill, the associa- 


tion “goes on record as being wholly 
behind the principles represented by 
this legislation,” an editorial in to- 
day’s issue of the association's 
Journal declares. 

However, it is possible that “the 
hearings that will be held on this 
bill before it comes for final action 
to congress will bring to light neces- 
sity for various modifications of 
some of its phraseology and even of 
some of its regulations,” the editorial 


Robertson Joins Essex Physicians Ate Urged to Aid nue 


Appearance of the editorial in the 
| Journal is the first public intimation 
|of the official stand of the American 
Medical Association on the proposed 
legislation. 

The editorial points out that the 
board of trustees of the A. M. A. 
urged the association papers to sup- 


imately $482,000,000 on themselves every year. 

Only until March 1, 1934, will you be able to 
get this tested—and still rapidly growing— 
guaranteed circulation at this unheard of price, 


$1.48 per page per thousand. 


Since the beginning of this year, the million 
women buyers of Fawcett Women’s Group have 


increased by a full 15%. Every bit 


100% voluntary; Fawcett Women’s Group is 
now 96.13% bought at news stands. Now we 
are guaranteeing 1,150,000 circulation, A. ac. 
—/October net sales actually 1,200,000}. If you 


of this gain is 


act now, you can get this circulation at the old 


rate—at a saving of $340.00 per page through- 


out 1934. 


12 Yop 
| UNEQUALED BARGAIN! 


_.. on the bargain counter—1,150,000 
tested women buyers, known to spend approx- 


And if you 


taken effect, 


Lowest page rate per thousand—by 25% 

Before. this rise in our guarantee, Fawcett 
Women’s Group offered you the lowest A. B.C. 
page-rate per thousand to reach a million 
women. After the rate adjustment it will offer 
you the lowest page-rate per thousand to reach 
a million women or more. 


Protect yourself for a year 


act at once—while the new guar- 


antee is available and the new rate has not yet 


you are getting your 1,150,000 


audience at a price more than 25% Jower than 
any other magazine or magazine group Can now 
give it to you. 

Protect yourself for a full year. Write us at 
once and we'll give you the details of this smash- 
ing limited bargain offer. 


150,000 OF THIS TESTED CIRCULATION... NOW FREE! 


Fawcett Women’s Group 


FAWCETT PUBLICATIONS, INC. 


Minneapolis 


Chicago 


New York 


Los Angeles 


San Francisco 


port the principle of the new legis- 
lation at its last meeting in Novem- 
ber, “but did not consider the time 
as yet ripe for official pronounce- 
ments on the details of administra- 
tion involved in the new act.” In 
some respects the measure falls 
short of the purpose it is designed 
to fulfill, the editorial declares. 


Significant Aspects 


“The most significant aspects of 
the proposed legislation concern the 
extent to which it controls advertis- 
ing apart from the label and the 
package,” the editorial declares. “It 
is no secret that the development of 
modern advertising, particularly for 
certain types of drugs, foods and cos- 
metics, has been so extravagantly 
elaborated and altogether so grossly 
exaggerated, misleading and unwar- 
ranted as to smell to high heaven in 
the nostrils of every honest man. 

“The extragovernmental agencies 
that have been developed in order to 
assure readers of certain types of ad- 
vertising copy that some censorship 
and control have been applied bear 
witness to the fact. The growth of 
the various councils and committees 
of the American Medical Association 
in the fields of drugs, foods and 
physical therapy, the growth of such 
agencies as Consumers’ Research, 
and the innumerable labels and seals 
that attempt to indicate to readers 
honesty of manufacture and of ad- 
vertising are evidence of the neces- 
sity for some further control over 
the industries concerned. 

“Unfortunately, these industries 
have been so unwise as to fail to 
develop for themselves efficient codes 
of ethics and methods of enforce- 
ment. It seems reasonable to believe 
that new legislation would have been 
unnecessary if the industries con- 
cerned, and particularly advertising, 
had seen sufficiently soon the hand- 
writing on the wall.” 


Advertising to Blame 


Turning to the claim that the A. 
M. A. sponsored the new legislation 
so as to end self-medication, the edi- 
torial declares this insinuation is 
“absolutely unwarranted,” and points 
cut that Hygeia, an A. M. A. pub- 
lication, lists those household reme- 
dies which are considered especially 
suitable for the family medicine 
chest. 

“The evidence that the food and 
drugs act of 1906 failed largely of its 
purpose because of gross abuses that 
developed in advertising is so glar- 
ing that it is common knowledge to 
the man in the street,” the editorial 
continues. “The time has come for 
extension of this legislation to bring 
about better control. 

“The leading associations in all 
the industries concerned recognize 
this necessity. Those manufacturers 
who exploit human frailty for per- 
sonal gain are apparently girding 
themselves to battle, for they know 
that such legislation as is proposed 
means the death of their rackets. 

“It will behoove the medical pro- 
fession to be aware of the interests 
concerned and the _ principles _in- 
volved, to follow the hearings on this 
vital subject, and to use all the in- 
fluence it possesses to aid its pas- 
sage, when a suitable bill is finally 
evolved from the proposed measure.” 


“St. Louis Star & Times” 
Becomes the “Star-Times” 


Effective this week the name of 
St. Louis Star and Times was 
changed to St. Louis Star-Times. 
The change in title was made in the 
interest of brevity and ease of pro- 
nunciation. 

The name Star and Times has been 
used since June, 1932, following pur- 
chase of the Times by the Star. In 
making the change the word “Times,” 
which has heretofore appeared in old 
English type, will be changed to 
block letters to conform with the re- 
mainder of the signature. 


Moves Office 


Merchandising Advertisers, Chi- 
cago, will move Jan. 1 to 1935 S. 
Michigan Ave. where they will oc- 
cupy larger quarters. Additional 
men will be put on the sales force 
at the same time. 


“News Leader” Appoints 
The Richmond, Va., News Leader 
has named Sawyer-Ferguson-Walker, 
Chicago and New York, as national 
advertising representatives. 
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AYMAR OUTLINES 
QUALIFICATIONS 
OF ART DIRECTOR 


New York, Dec. 7.—The origin of 
the modern advertising art director 
was traced back to the Cro-Magnan 
man who drew pictures of buffalo on 
the walls of his cave by Gordon 
Aymar, art director of the Blackman 
Company, in a talk this week before 
the Art Directors’ Club of New York 
at the auditorium of J. Walter 
Thompson Company. 

Mr. Aymar, president of the club, 
appeared in place of Elwood Whitney, 
J. Walter Thompson Company, who 
was suddenly called to Hollywood. 
Stuart Campbell, Kenyon & Eckhardt, 
Inc., spoke in place of Burt Vaughn 
Flannery, Young and Rubicam, Inc., 
who had been called to Louisville, 
Ky., a few days before the meeting. 

“Like the Cro-Magnan man, the art 
director must be ‘picture-minded’,” 
Mr. Aymar said. “He must express 
himself and make himself convincing 
in pictures. He must be a good ar- 
ranger; must be able to spot things 
properly on the page; must work the 
type and illustrations in place in 
such a way as to form an impressive 
whole; and must be flexible in his at- 
titude toward different artists and 
styles. 

“At the same time, he must be able 
to take his part in the councils with 
account executives, copywriters, and 
clients. In the parlance of the pro- 
fession, a ‘talking art director’ is dis- 
tinguished from a ‘working art direc- 
tor,’ but as a matter of fact it is often 
necessary to be both, or at least to 
think clearly when situations arise 
and present one’s viewpoint convinc- 
ingly whether in pictures or in 
words. 

Few Basic Themes 


“Most art directors,” Mr. Aymar 
continued, “are like the famous com- 
poser who declared that everything 
he had written was a variation of 
twelve different themes. There is 
this limitation in the ability of a 
single art director. The value of as- 
sistant art directors is in supplying 
fresh ideas and varying these 
themes.” 

Mr. Aymar noted the fact that 
studio work and photography are 
now sent out by most agencies, al- 
though a few still maintain depart- 
ments of their own. As a rule, he 
said, art services are now considered 
more economical. 

Mr. Campbell outlined the outstand- 
ing qualifications of good advertising 
art as good taste; an organized, neat 
or “tailored” appearance; simple 
effects, elimination of detail and con- 
fusion; definite lines in preference to 
scribbles; pride in workmanship; 
style and character; illustrations that 
really tell the story; headlines that 
are easy to read and at the same time 
an integral part of the design; and 
type properly distanced and appro- 
priate to the design. 

Donald R. Dohner, art director of 
the Westinghouse Electric and Manu- 
facturing Company, and Frederick J. 
Kiesler, architect, furniture designer 
and industrial engineer, are slated 
to address the next meeting of the 
organization, to be held Dec. 11. 


Charles D. Hastings 


Heads Hupp Corporation 


Charles D. Hastings has been 
elected president and general man- 
ager of the Hupp Motor Car Corpora- 
tion, succeeding DuBois Young, re- 
signed. 

Mr. Hastings will add the new 
duties to those of chairman of the 
board, a position he has held since 
1926. 


Alliance Starts Drive 


The Alliance of Retail Trade As- 
sociations of California will start its 
advertising activities with a series 
of weekly broadcasts over KYA, San 
Francisco, beginning Dec. 10. 


Horace Amphlett Die 
Horace Amphlett, publisher of the 
San Mateo, Calif., Times since 1924, 
died in San Francisco Nov. 29. He 
was 42 years old. 


Sinsheimer Joins Peck 


Arthur Sinsheimer, formerly with 
Dry Goods Economist, Electrical Mer- 
chandising, Hardware Age and other 
publications, has been appointed di- 
rector of the radio department of 
the ce Advertising Company, New 
York. 


Monthly Changes Hands 


Western City, Los Angeles monthly 
published by Palmer Publications, 
Inc., has been taken over by the 
League of California Municipalities, 
of which it will be the official organ. 


Milton to Anfenger 


The Milton Oil Company, Sedalia, 
Mo., maker of Dixcel Lubricating 
Gasoline, has appointed the Anfenger 
Advertising Agency, St. Louis. News- 
papers and billboards will be used. 


Hawaii Tourist 
Bureau Account 


Goes to B. D. C. 


San Francisco, Cal., Dec. 7.— 
George T. Armitage, secretary of the 
Hawaii Tourist Bureau, announced 
here this week that Bowman, Deute, 
Cummings, Inc., has been appointed 
to handle his organization’s account, 
one of the world’s major community- 
advertising campaigns. While plans 
for 1934 advertising are now being 
discussed, no definite announcement 
concerning its details will be made 
for some time, ADVERTISING AGE is 
informed. 

The Hawaii Tourist Bureau, whose 


funds are reported to have totaled 
approximately $75,000 even in the 
fund-thirsty year of 1933, had ex- 
pended well over $100,000 in each of 
the five preceding years for advertis- 
ing activities. Chiefly aimed at at- 
tracting tourists and vacationists, 
the Bureau’s advertising has ap- 
peared consistently on color pages in 
national magazines. Its operating 
funds are raised by a combination of 
taxes, governmental appropriation, 
and voluntary contributions. 


Volcanoes Attract 

Currently functioning to the ad- 
vantage of the bureau are several of 
the Territory’s volcanoes, long dor- 
mant. Harmlessly but spectacularly 
belching smoke and lava, they have 
heartened the islands’ merchants and 
hotelmen who know from past ex. | 


perience that tourist trade will be 
stimulated, rather than subdued, by 
the volcanic activity. 

Bowman, Deute, Cummings, Inc., 
also handles advertising of Matson 
Navigation Company, which provides 
transportation to nearly all of the 
Hawaiian tourists. 


Atlas Photo Expands 


The Atlas Photo Copy Company, 
Chicago, specializing in photostat 
and photographic requirements of 
advertising agencies, has opened its 
third plant, located in the LaSalle- 
Wacker Bldg. 


Death Takes Sheehan 

John Francis Sheehan, 60, who had 
been associated with Foster & Kleiser 
since 1915, died at his home in San 
Francisco Nov. 28. 


“T read Maclean’s 


A. E. AMES 
President 
A. E. Ames & Co., Limited 


regularly 


and regard it as entitled to rank with 
the best magazines of any country.” 


O OTHER magazine has such 
influence upon the Canadian people 


from coast to coast. No other magazine 
is so frequently quoted and discussed. 
No other magazine is so well regarded by 
so many Canadian families. 


Maclean’s is the one publication which 
gives the people of Canada, from Nova 


Scotia to British Columbia, a mutual 


interest—a common understanding. It is 


truly Canada’s national m 


If you have a product 


agazine. - 


or a service 


to sell in Canada and if you want to 
reach the whole Canadian market, 
Maclean’s Magazine is unquestionably 
the most effective single sales weapon at 


your disposal. 


Branches: Montreal, Chicago, New York 


Maclean’s—Canada’s National Magazine—Head Office, 481 University Avenue, Torento 
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ADVERTISING AGE 


December 9, 1933 


WBBM Protest Overruled 


The federal radio commission has 
refused to consider the protest of 
WBBM, Columbia’s Chicago station, 
against the recently granted permis- 
sion to WGN, Chicago Tribune sta- 


To Use 16-Page 
Insert Monthly 


tion, to increase 
25,000 to 50,000 watts. 


With Acme Works 


F. M. Gunn, Jr., 


ment. 


Joins Rankin 
William Dasheff, 
Lyddon, 


Hanford & Kimball, ha 


New York. 


its power from 


formerly adver- 
tising manager of Kroehler Manufac- 
turing Company, Chicago, has joined 
Acme White Lead & Color Works, 
Detroit, as manager of sales develop- 


formerly with 


joined Wm. H. Rankin Company, 


In Trade Paper 


| New York, Dec. 7.—What is be- 
lieved to be the largest trade paper 
schedule ever placed in one publica- 
tion by one advertiser has been con- 
tracted for by Sales Affiliates, Inc., 
sales organization for Inecto Rapid 
Notox, Marinello cosmetics and Zotos 
permanent waving. 

To back up its consumer advertis- 
ing, which now includes magazines, 
newspapers and radio, as well as a 
s variety of dealer helps, this organiza- 
tion will publish a 16-page rotograv- 
ure insert in each issue of Modern 


Beauty Shop, Chicago, during the 
next year. The first insert appeared 
in the December issue of that publi- 
cation. 


With sales of its products hitting 
new heights, the company last month 
inaugurated a 15-minute Sunday 
afternoon program over WEAF and 
17 affiliated stations of the NBC net- 
work. Other stations of the network 
will be added as they become ayvyail- 
able, it is said. The program is built 
around the romance of science. 


Spier Agency Reorganized 

With the election of Aaron Suss- 
man as a director, the New York 
agency of Franklin Spier, Inc., has 
become Franklin Spier and Aaron 
Sussman, Inc. The new address is 
24 W. 40th St. 


A. M. A. Awards Trophy 


The American Management Asso- 
ciation will award the annual Irwin 
D. Wolf trophy for the best package 
developed and put on the market 
during 1933, at the Fourth Packag- 
ing, Packing and Shipping Confer- 
ence, Clinic and Exposition to be 
held in the Hotel Astor, New York, 
March 13-16, 1934. 


Offers Bleed Pages 


Better Home €& Gardens is offer- 
ing bleed page service on second and 
third covers and four color insert 
pages. 


Joins Doremus & Co. 


Clifford B. Reeves has been ap- 
pointed service director of Doremus 
& Co., New York. 


ROLL CALL: 


Acme Steel Co. 

Air Reduction Sales Co. 

Allegheny Steel Co. 

Alliance Machine Co. 
Allis-Chalmers Mfg. Co. 
Alpha-Lux Co., Inc. 

American Bridge Co. 

American Chemical Paint Co. 
American Foundry Equipment Co. 
American Heat Economy Bureau 
American Rolling Mill " 
American Sheet & Tin Plate Co. 
American Society for Steel Treating 
American Stainless Steel Co. 
American Steel & Wire Co 
Anderson Bros. Mfg. Co. 

Apollo Steel Co. 

Atlas Car & Mfg. Co., The 


Bailey, Wm. M. Co. 
Bantam Ball Bearing Co. 
Basic Dolomite, Inc. 
Belmont Iron Works 
Bethlehem Steel Co. 
Bissett Steel Co. 
Bliss & Laughlin, Inc. 
Bonnot Co., The 

a Brooke, E. & G. Iron Co. 
a Brookmire Economic Service, Inc. 
ns Brosius, Edgar E., Inc. 
ae Buell, Wm. C., Jr 

: Bundy Tubing Co. 

Burden Iron Co., The 


Cadman, A. W., 
Carborundum Co. 
Carnegie Steel Co. 
Carpenter Steel Co. 

e Hardening Service Co. 
Central Iron & Steel Co. 
Chicago Rawhide Mfg. Co. 
Clapp, E. D., Mfg. Co. 
Cleveland & Buffalo Transit Co. 
Cleveland Cliffs Iron Co. 
Climax Molybdenum Co. 
Commercial Steel Casting Co. 
Continental Roll & Steel Foundry Co. 
Criswell, James, 
Crosby Co. 
Cruse-Kemper Co. 
Curtis Pneumatic Machine Co. 
Cutler-Hammer, Inc. 


Mfg. Co. 


Detroit Alloy Steel Co. 
Detroit-Leland Hotel 
; Diamond Chain & Mfg. Co. 
: Driver-Harris Co. 


Electric Controller & Mfg. Co. 
Electric Furnace Co., The 
Electro Metallurgical Sales Corp. 
Ks ‘ Empire Sheet & Tin Plate Co. 
Erdle Perforating Co. 

Eureka Fire Brick Co. 

Excelsior Tool & Machine Co. 


Ferrous Magnetic Corp. 
Flinn & Dreffein Co. 
Foster, Frank B. 
Freyn Engineering Co. 
Fruin Drop Forge Co. 


Gathmann Engineering Co. 
General Electric Co. 
Globar Corp. 


Granite City Steel Co. 
Graver Tank & Mfg. Co. 
Great Lakes Steel Corp. 


Hanna Furnace Corp 

Hanson-Van W i 4, Co. 
Harnischfeger Corp. 

Harrington & King Perforating Co. 
Hazel-Atlas Glass Co. 
Hauser-Stander Tank Co. 

Hindley Mfg. Co. 

Hoke, Inc. 

Holcroft & Co. 

Hyatt Roller Bearing Co. 

Hyde Park Foundry & Machine Co. 


Illinois Steel Co. 

Industrial Silica Co. 

Inland Steel Co. 

Interlake Iron Corp. 
International Nickel Co., Inc., 
International-Stacey Corp. 


The 


Jones & Laughlin Steel Corp. 


Kardong Brothers, Inc. 
Kiefer Sheeting & Painting Co. 
Koppers Construction Co. 


Laclede Steel Co. 

Landis Machine Co. 
Lansing Stamping Co. 
Latrobe Electric Steel Co. 
Laughlin, Alex & _ 
Leard, Wm. Co., 

Lewis Foundry & Machine Co. 
Lincoln Electric Co. 
Linde Air Products Co. 
Logemann Brothers Co. 
Ludlum Steel Co. 

Lukens Steel Co. 


McClintic-Marshall Corp. 
McKay Machine Co. 
McKee, Arthur G. & Co. 
McKeesport Tin Plate Co. 
Magnetic Mfg. Co. 

Maurath, Inc. 

Mesta Machine Co. 
Michigan Seamless Tube Co. 
Midvale Co., The 

Moltrup Steel Products Co. 
Morgan Construction <o 
Morgan Engineering 

Morse Twist Drill & ustiine Co. 
Murray Iron Works Co. 


National Roll 3 © a Co. 
National Steel C 

eg Tube —" 

New Departure Mfg. Co. 

New Jersey Zinc Co. 

Newport Rolling Mill Co. 
Norma-Hoffmann Bearings Corp. 
Norton Co., The 

Nukem Products Corp. 


Ohio Ferro Alloys Corp. 
Ohio Structural Steel Co. 
Oliver Iron & Steel Corp. 


Display Advertisers in STEEL During 1933 


Page Steel & Wire Co. 
Parkin, Wm., Co. 

Peoria Malleable Casting Co. 
Perin Engineering Co., Inc. 
Perkins, B 
Pickands, Mather & Co. 

Pittsburgh Crushed Steel Co. 
Pittsburgh Lectromelt Furnace Corp. 
Pittsburgh Metallurgical Co. 
Pittsburgh Piping & Equipment Co. 
Pittsburgh Rolls Corp. 

Plykrome Corp. 

Progressive Mfg. Co. 

Propellair, Inc. 


Reading Iron Co. 

Republic Steel Corp. 

Rhode Island Tool Co. 
Roebling’s, John A., Sons Co. 
Ryerson, Joseph T., & Son, Inc. 


Samuel, Frank, & Co., Inc. 
Scaife, Wm, B., & Sons Co. 
Semet-Solvay - a Corp. 
Seneca Wire & M 

Shaw-Box Crane & Siroist Co., Inc. 
Shenango Furnace Co. 
Shepard-Niles Crane & Hoist Co. 
Shoop Bronze Co. 

Shuster, F. B., Co., The 
Simonds Mfg. Co., The 

Stanley Works, The 

Stevens, Arthur L., Corp. 
Strong, Carlisle & Hammond Co. 
Sun Oil Co. 

Superior Steel Cor 

Superior Steel = Co. 
Synthane Corp. 


Taylor-Wilson Mfg. Co. 
Taylor-Winfield Corp. 
Tennessee Coal, Iron & R. R. Co. 
Thomas Spacing Machine Co. 
Thomas Steel Co. 

Thompson & Co. 

Timken Roller Bearing Co. 
Timken Steel & Tube Co. 
Titanium Alloy Mfg. Co. 
Truscon Steel Co. 

Tube Reducing Corp. 


Udylite Process Co. 

Union Drawn Steel Co. 

Union Steel Casting Co. 

United Engineering & Foundry Co. 


Vanadium Corp. of America 


Washburn Wire Co. 
Washburn Wire Co., Inc. 
Washington Tin Plate Co. 
Jean Engineering Co. 
Weirton Steel 
Wellman Engineering Co. 
West Leechburg Steel Co. 
West Steel Casting Co. 
Whitcomb Locomotive Co. 
Wickwire Bros. 
Wickwire Spencer Steel Co. 
Alan Wood Steel Co. 
Wyckoff Drawn Steel Co. 


Yale & Towne Mfg. Co. 
Yoder Co., The 
Youngstown Sheet & Tube Co. 


Agencies Handling One or 
More of These Accounts 


John Falkner Arndt & Co. 

N. W. Ayer & Son, Inc. 

G. M. Basford Co. 

Batten, Barten, Durstine & Osborn, Inc. 
Briggs & Varley, Inc. 

The Buchen Co. 

Campbell-Ewald Co., Inc. 

Clark, McDaniel, Fisher & Spelman, Inc. 
Wm. Cohen Co. 

Commercial Art Engraving Co. 

The Cramer-Krasselt Co. 

The Davis Press, Inc, 

Fox & Mackenzie 
Freeze-Vogel-Crawford, Inc. 
Freystadt-Juraschek, Inc. 

Gardner Advertising Co. 

Finley H. Greene Adv, Agy. 

The Griswold-Eshleman Co. 

The Albert P. Hill Co., Inc. 

W. S. Hill Co., Inc. 

Hill & Knowlton 

Holden, McKinney & Clark, Inc. 
Hutchins Adv. Co. 

Ketchum, MacLeod & Grove, Inc. 
George J. Kirkgasser & Co. 

Fred C. Kreicker & Co. 

Larcher & Horton Co. 

MacMichael, Advertising. 

The Jay H. Maish Co. 

Marschalk & Pratt, 
Martin, Inc. 

Maus & Bryant 
McClure & Wilder 
Meek & Wearstler 
Charles D. Meissner 
Moser, Cotins & Brown, Inc. 
The Nesbit Service Co. 

John W. Odlin Co., Inc. 

The Parker Adv. Co. 

Peterson & Kempner, Inc. 

The Powers-House Co. 

The Proctor & Collier Co., Inc. 
Redfield-Coupe, Inc. 

C. A. Reece 
Reincke-Ellis-Younggreen & Finn 
W. B. Remington, Inc. 

Rickard & Company, Inc. 
Schneidereith & Sons 

Charles M. Sloan 

Smith, Schreiner & Smith 

John C. Stephan 

O. S. Tyson & Co., Inc. 
Addison Vars, Inc. 

Walker & Downing 

Warman & Hall 

Waynesboro Advertising Agency 
Lucius I. Wightman 

Witte & Burden 


Inc. 


New York 


STEEL 


PRODUCTION ¢ PROCESSING ¢ DISTRIBUTION ¢ USE 


For forty-eight years—IRON TRADE REVIEW 
CLEVELAND 


Pittsburgh 


Chicago 


Washington 


London 


HUMOR SELLS 
BELDEN PLUGS 


Chicago, Dec. 6—Making a flank 
attack on its direct prospects, Bel- 
den Manufacturing Company has 
launched a series of unusual small- 


NO 


IRONING ? 


space advertisements in the Saturday 
Evening Post to sell the public on 
the value of its soft rubber plugs for 
power supply cords. 

Although Belden does not sell its 
plugs to the general public, and they 
can be secured only by purchasing 
power supply cords which include 
them as standard equipment, the con- 
sumer campaign is designed to famil- 
iarize the consumer with the value 
of the product and to so impress him 
that he will expect to secure cords 
equipped with the plugs, which do 
not break and are practically inde- 
structible. 

The consumer campaign, prepared 
by the Fensholt Company, Chicago, 
which handles all Belden advertis- 
ing, is of a decidedly humorous 
trend, and features illustrations by 
Gluyas Williams. All of the adver- 
tisements in the series are closely 
related, each depicting an embarras- 
sing situation caused by a broken 
plug, and each carrying a headline 
like “What! No Radio?” and “What! 
No Light?” Copy is tied to the illus- 
tration by means of dialog. 


Gives the Answer 


A typical advertisement shows the 
visiting boy friend expressing annoy- 
ance because the radio won't play. 
The dialog goes on: 

“Don’t be a meanie, Edgar! It’s 
not my fault someone broke the 
plug.” 

“No, but your dad ought to buy a 
radio with a Belden soft rubber 


plug.” 
“Really?” 
“Sure! I can sock our Belden 


plug with a hammer—and it never 
hurts it.” 

The consumer copy is being mer- 
chandised to the trade with adver- 
tisements in Electrical Manufactur- 
ing, Electrical Merchandising, Ma- 
chine Design, and Product Engineer- 
ing. 


New Advertising 
Unit Set Up for 


Religious Press 


Philadelphia, Dec. 7.—Announce- 
ment has been made by the Reli- 
gious Press Association, which has 
represented religious publications 
for the past fifty years, of the for- 
mation of the Church Home Unit. 

This group of religious publica- 
tions, with a circulation of 500,000, 
mainly in the smaller towns, has 
been standardized as to type page 
sizes and other mechanical require- 
ments. The rate is $1,500 a page. 
Four-color covers are available. All 
of the major denominations are rep- 
resented in the group. 

Allen E. Shubert is the head of 
the Religious Press Association and 
has developed the organization of 
the Church Home Unit. 


Starts Dealer Paper 


Wine and Liquor Dealer News, a 
publication for New York dealers, 
will be published by Hiram Lang at 
43 Leonard St., New York. The first 


issue will be Dec. 18. 
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December 9, 1933 


ADVERTISING AGE . 


Getting Personal 


Harry MacConaughey, v.p. & g.s.m., Hawaiian Pineapple Company, 
Ltd., was enthused with the mixing possibilities of Dole pineapple 
juice on his recent visit to New York. He tentatively christened his 
masterpiece, applejack and Dole juice, “Jack-in-the-Box,” and will 
fly back from San Francisco about Jan. 25 to check up on the inven- 
tion’s progress in the big city. . . 


Carl Eastman, west coast manager for Ayer, also joined the influx 
of visiting firemen last week, finally flying back to San Francisco 
to catch up on his sleep. . . Charlie O’Donnel, who recently resigned 
from Ayer to become sales and advertising manager of the Distilled 
Liquors Corporation, is standing the strain of these hectic days in 
Gotham very well, and will stay on at the New Yorker for at least a 
month. . 


Blount Slade is coddling a sample bottle of the new Angostura 
gin in his desk drawer. It’s pale pink and smells swell, but no callers 
have yet found out how it tastes. When we do, says Blount, we'll 
drink nothing else. . . The Walter Hanlons have another boy, Neil 
(eight pounds), instead of the little sister ordered for Walter Joseph, 
Jr. Here’s hoping the stork pays attention next time, Walter. . . 


Roger Warner, handsome Ayer executive, may still be seen exer- 
cising his hunter early mornings, despite notice from Mrs. Warner 
that he can’t steeplechase any more. Perhaps Roger is a dutiful 
husband and just doesn’t like park horses. . . One of the air lines, 
intent on baiting press camera men, is coaxing Catherine McNelis 
to ride free and exclusively in a cute baby-blue plane the next time 
business takes her cross-country. 


An eight-point buck took a chance on Pierce Chauncey’s mark- 
manship near Newburgh and lost. The deer were more wary of Vic 
Grohmann, the Herald Tribune man’s hunting companion. . . Carle 
Rollins, Mathes account executive, has been elected commander of 
the Manhasset, N. Y., Post of the American Legion. Another adver- 
tising man, Bert Haworth of McGraw-Hill, is the new adjutant and 
publicity officer of the same post. . . 


Walter (A.N.P.A.) Burn explains the poker face he wears when 
pouring his soul through the “cordeen” as a concomitant of the in- 
tense concentration required of the artist. . . The best wheedling of 
expert wheedlers has failed to extract one of those “mystery lighters” 
from Joe Dunn, the Blaker agency’s fashionable bachelor, who writes 
the Lectrolite copy. You pays your money... 


Thurber Lewis, head of the Russian department at Smith, Sturgis 
and Moore, and Elisabeth Chevalier, John Day Company, were the 
only advertising people spotted at the Litvinoff dinner. . 


Carolyn T. Radnor-Lewis, famed advertising woman, moving smartly 
to add the custom of upper-bracketed advertising people, asked a sprin- 
kling of advertising’s literati to join the celebrities at Monday’s party 
opening the Park Lane’s new Round the World Bar. Look in the 
newsreels for the faces of Louis Wiley, Tom Coleman, Amy Vander- 
bilt, Col. Barrett Andrews, Jack McCarthy and Marjorie Paul. The 
last little girl, by the way, is going to Kenyon & Eckhardt next 
week... 


Elliott Roosevelt, the president’s son, is still in the advertising 
business. He hasn’t disposed of his slice of the advertising agency, 
Kelly, Nason and Roosevelt, although he stays away. . . Carroll 
Rheinstrom, Liberty v.p., who is just as much a Viking as he looks, 
is starting early to find a navigator for next year’s Bermuda race. 
He'll enter the Vaeringer II, his 43-foot auxiliary cutter, built for 
globe-circling. . . 


Walter Stocking, one of Benton & Bowles’ art directors, became 
so enthused over his German Leica camera that he induced Lucian 
King, treasurer and media head; Tom Revere, another executive, and 
John De Nero, his assistant, each to buy one at something like $125, 
which is only the beginning. Equipment comes next, and Walter 
leads off with a suitcase full. The foursome organized a Leica club, 
excluding another agency camera enthusiast who unfortunately ac- 
quired a Graflex. . . 


Chester Dudley, of the same agency, tried Thanksgiving day to 
make up for the football he didn’t play on the Harvard team back 
when and suffered a badly wrenched leg, which kept him from the 
office a day or two. Paul Lincoln Cornell, copy wizard of his 
agency, writes those “out of the darkness into the light” themes 
that have been appearing in Fortune and elsewhere. Somewhat of 
a poet, he recites his own masterpieces on occasion and sometimes 
sings for company. . . 

Frank Townshend, who services United Airlines at McCann-Erick- 
son, is as even-tempered as he is red-headed. . . The World-Telegram 
prevailed successfully on “Obie” Winters to write an article on the 
pre-prohibition art of dining and presented it with much editorial 
trumpeting in Tuesday’s edition. . . Wesley Bowman, of the photo- 
graphic outfit of the same name, is now a commodore. The Sheridan 
Shore Yacht Club elected him at the annual meeting in Wilmette 
Dec. 5... 

When Jonathon Hunter Snead, son of Mr. and Mrs. W. Hunter 
Snead (he’s the Pittsburgh advertising man), arrived Dec. 2, friends 
received a card carrying a stork-and-safety-pin version of the Blue 
Eagle, appropriately labeled, ‘We did our part.” . . Harvey Firestone, 
Jr., went on the air Dec. 4, broadcasting the story of transportation 
in the Voice of Firestone series over NBC. . . 


SCENE. HER FAVORITE 


_ DRUG STORE.. 
.DAY BEFORE 


PAY DAY. . : 
CHARACTER. AMERICA: 


a 


..-BUT I JUST CANT HELP 
‘BUYING THE THINGS I LIKE’ 


The situation is not serious, gentlemen. Don’t waste any sympathy on 
the Sweet Young Thing pictured above. She’s doing quite well. And if 
her income were three times what it is, her finances would still be inadequate. 


Why? Simply because she’s America’s greatest spendthrift. She has a 
great many needs. She loves to buy things. And she hasn’t a shred of Sales 
Resistance. She spends $20,000,000 a month on herself—for upkeep .. . 
and she has it. 


There are more than a million of her—average age 24 . . . eager, en- 
thusiastic buyers unhampered by long established advertising prejudices. 
And they read their favorite Romance Group magazine from cover to cover. 
And, frankly, they haven’t time for much else. 


National advertisers using keyed copy will tell you they are the most 


responsive and profitable magazine audience in the world. You can prove 
it yourself at comparatively small cost. Try it. 


THE ROMANCE GROUP INCLUDES 


True Romances ..................... ore Current Circulation 
er SE ee Current Circulation 
Love and Romance.................. a Current Circulation 
Movie Mirror .......... eaaepewee SS Current Circulation 
oe nw woe wd RH HRMS leg ee Guaranteed 
NS A oo ac Bale S oy ae oh 1,239,068 


Holds Membership Drive 


The Advertising Club of Kansas 
City has had 25 non-members at each 
Monday luncheon meeting as_ the 
result of a “sampling campaign” 
conducted by J. M. Hoare, advertis- 
ing manager, American Asphalt Roof 
Corporation. A letter to the prospect 
list invited “sampling” of the meet- 
ings. 


New A. A. A. A. Member 


Kimball, Hubbard & Powel, Inc., 
New York, has been elected to mem- 
bership in the American Association 
of Advertising Agencies, New York. 


A.F.A. Adds 27 Members 


The Advertising Federation of 
America, New York, added 27 sus- 
taining members to the organization 
in November. 


Granted Increase 


The federal radio commission has 
given permission to WHAS, Louis- 
ville Courier-Journal and Times sta- 
tion, to increase its present power 
of 25,000 watts to 50,000 watts. Sta- 
tion WBT, Charlotte, N. Car., has 
been granted the same permission. 


Ideas for Retailers 


Emanuel Lyons, Pittstown, N. J., 
has just issued “2222 Retailing 
Ideas,” an interesting compendium 
of sales, advertising, display and 
merchandising ideas for retailers. 


Collins with W. B. S. 


Algwynne Collins, until recently 
secretary and assistant treasurer of 
N. W. Ayer & Son, Inc., New York, 
has joined World Broadcasting Sys- 
tem, Ine., New York. 


AND REMEMBER — THERE'S NO DEALER INFLUENCE LIKE  DE- 
MAND. THE ROMANCE GROUP CREATES IT. AT LOW COST 
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ADVERTISING AGE 


December 9, 1933 


General Motors Is 25 


Years Old; 


Company’s 


Advertising Reviewed 


Detroit, Mich.. Dec. 7.—Although 
the twenty-five years’ drama of Gen- 
eral Motors’ fight for supremacy in 
the automotive world has been 
played by an all-star cast, one per- 
former—advertising—can be singled 
out today, and to it paid the honor of 
having contributed probably more 
than any other member of the cast 
to the attainment of the command- 
ing heights which the corporation 
has reached. 

This is the general conclusion 
reached by many contributors to the 
General Motors Silver Anniversary 
number of Automotive Daily News, 
a special 144-page issue, which this 


week was received by almost every | 
the United States con- | 


person in 


nected in any way with the sales end | 


of the automobile business. 

Two sections of the special issue 
are done in rotogravure, and they 
tell the stirring story of the giant 
motor enterprise, from its birth a 
quarter century ago (Sept. 16, 1908, 


| 


motor vehicle has abandoned the 
basic principles of its operation. 
“From the first small beginnings 
of the industry, even more than 
twenty-five years ago—thirty-eight, 
to be exact—there has always been 
an advertising element in the picture. 
“As long ago as 1895, automobiles 
were advertised; on a small scale, 
surely, but because the forefathers 
of the infant enterprise realized that 


‘the nourishment of advertising was 
|essential to healthy growth. 

| “And from the beginning, too, 
automobile advertising has always 
tended to reflect what the public 


wanted.” 


How Appeal Has Changed 


The advertising media section of 
/the special issue contains such inter- 
esting features as a double spread in 
|which the advertising managers of 
| the various corporation units choose 
and display their favorite 1933 ad- 
vertisements of their own divisions; 


the day that Wilbur Wright broke | individual articles on the corpora- 
the European sustained flight record | tion’s use of mediums to tell its sales 
by remaining aloft 39 minutes, 18%; | messages, and reprints of early, al- 
seconds at Abours Field, France) un-| most “museum” pieces of copy used 
til today, when the corporation and | by General Motors units in the days 
its advertising dollars circle the| when horses and buggies outnum- 
globe. |/bered gasoline-powered vehicles on 
/the streets of our largest cities. 
| Listing some of the more impor- 
Presenting the dual story of media|tant sequences of advertising effort 
and motors as he has seen it over) covered by General Motors’ twenty- 
the years, Henry T. Ewald, president | five years, Mr. Ewald relates that the 
of Campbell-Ewald Company, the De-| first advertising done by the industry 
troit agency whose own history is| was that to publicize the car’s en- 
closely interwoven with that of Gen-| gineering background, when “people 
eral Motors, writes: ‘had to be sold on the fact that the 
“Looking back over a quarter cen-| car would run,” and when “it had to 
tury of advertising by the automo-| be sold in competition with the faith- 
tive industry, the strongest impres-|ful horse and the well established 
sion gained is that essentially adver-| bicycle.” 
tising has never lost sight of the| Next, he recalls. came the era of 
fundamentals, any more than the speed records, when “car drivers 


Ewald Reviews Effort 


——————— = es — ———— Se 


- transmitting 


ae ce 


Radio engineering’. latest contribu- 
tion to broadcasting, KMBC's new 
single shaft antenna, intensifies cover- 
age in the Middle West. Skillful pro- 
gram production by a_ nationally 
recognized staff and effective mer- 
chandising service produce definite 
ey in the richest market in the 
S.A, 


MIDLAND BROADCASTING CO. 
Kansas City, Mo. 


New York Office, 17 E. 49th St. 
Phone Eldorado 5-5070 
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A 1911 HYATT ADVERTISING CONFERENCE 


wanted to travel fast’; and then fol- 
lowed the period of standardization, 
“emphasis on which was an initial 
view of mass production of ex- 
traordinary accuracy.” Stamina, he 
reminisces, was stressed later, by 
road tours and other demonstrations 
of a car's ability to “take it.” 


Stress Easy Riding Now 

“Once the car as a car was more 
or less established in the public 
mind, there came advertising of es- 
sential but not yet popularized ele- 
ments —self-starting, lighting and 
ignition,’ Mr. Ewald writes. 

After the world war, according to 
his delineation, there “came the 
stress on custom-built bodies, fol- 
lowed by institutional advertising as 
the motor industry began to come 
into strong and united hands. Popu- 
lar demand gave rise to the featur- 
ing of color combinations and body 
styling, and this in turn was fol- 
lowed by advertising of the car’s per- 
formance.” 

“Just now,” says Mr. Ewald, “we 
are thinking particularly in terms of 
especially easy riding, made possible 
by mechanism that is almost wholly 
automatic and dependable. 

“What the future will bring will 
be written in terms of what the pub- 
lic wants, just as it has been in the 
Past.” 

Olds First in Magazine 


Mr. Ewald sees no end to the possi- 
bilities and future of automotive ad- 
vertising. Although it may seem 
that automotive advertising has 
reached a limit beyond which it is 
not likely to go, he says, new ad- 
vantages are constantly being created 
and the public must be told about 
them. 

Among interesting sidelights  re- 
vealed by the agency head are these: 
Oldsmobile was the first American- 
made car to be advertised in the 
Saturday Evening Post. The Olds 
Motor Works ran an advertisement 
ot 84 lines in the issue of Feb. 15, 
1902. Within less than a year, Cadil- 
lac ran its first advertisement there, 
one of 112 lines, Feb. 7, 1903. First 
appearances of other General Motors 
divisions in the Post were those of 
Buick, Oct. 14, 1911; Chevrolet, May 
7, 1921; Fisher Body, June 10, 1922; 
Pontiac, January 27, 1926, and La 
Salle, March 5, 1927. 

Alfred P. Sloan, Jr., president of 
General Motors, has been and is a 
conspicuous example of the indus- 
trial leader who is a consistent be- 
liever in advertising, declares Mr. 
Ewald. 

“It is very generally demon- 
strated,” Mr. Ewald says, “that he 
has the courage of his convictions.” 

Back in 1911, when Mr. Sloan 
headed Hyatt Roller Bearing Com- 
pany, a Campbell-Ewald account, he, 
Harry Carroll, Hyatt advertising 
manager, and Mr. Ewald often held 
conferences long after ordinary work- 
ing hours, Mr. Ewald relates, because 
Mr. Sloan “had no prejudices against 
working nights.” 


T. T. Allen, Detroit publication 


Henry Ewald, president of the Campbell-Ewald Company, Harry 
Carroll, advertising manager of Hyatt Roller Bearing Company, and 
Alfred P. Sloan, Jr., General Motors head, and then head of Hyatt, 
discuss Hyatt advertising in a night session in 1911. This photograph, 
and those of early motor car advertisements appearing on page 20, 
are reproduced through the courtesy of "Automotive Daily News.” 


manager of the Post, writing in the 
media section, reveals that for years 


the sponsors of Amos and Andy 
second. 


A description of the corporation's 
use of direct mail states that “so 
large is this direct mail activity, 
that hardly a house in America—and 
comparatively few overseas—fails to 
receive at least one mailing piece 
every year from some division of 
General Motors.” 


Managers Pick Favorites 


In the feature wherein General 
Motors’ advertising managers chose 
their best advertisements for 1933, 
R. H. Crooker, of Chevrolet, chooses 
his company’s’ four-color double 
spread that appeared in the Post of 
Feb. 11—the company’s second ad- 
vertisement to appear on this year’s 
schedule—a “two people plus con- 
versation” advertisement. 

R. H. White chooses for Pontiac 
the Post and Collier’s copy of Sept. 
30, which carried the heading “Mod- 
ern Transportation,” with an illus- 
tration of the car and a background 
illustration of an ultra-modern train. 

J. F. Reeder nominates the Cadil- 
lac “Standard of the World” adver- 
tisement, which appeared in several 
national and class’ publications 
throughout the year. 

V. C. Havens, of Oldsmobile, selects 
the March magazine advertisement 
of his company which showed cars 
on the floor of the Hall of Science at 


: > ’ the Century of Progress. 

the automotive industry has invested C. C. LeWald casts his Buick vote 
more in magazine advertising than in favor of the October advertise- 
— other casetheation * business. ment entitled “The Wonderful Story 
ae areata ena | Tat, Time Has Told ot Buick,” 
eget “Aas pies Mek ‘ which shows a venerable historian 


$14,773,062. writing the annals of Buick, with a 


William C. Callahan, managing good-sized picture of the car appear- 
editor of Automotive Daily News, de- 


ite ing below. 
scribing the scope of General Motors’ 
use of localized advertising, says that Bruce Barton Contributes 
during its peak years the corporation Bruce Barton, chairman of the 
had as many as 10,000 newspapers|board of Batten, Barton, Durstine 


under contract at one time. and Osborn, agency handling a por- 
tion of the General Motors accounts, 
contributed an editorial to the issue. 


Norman Bel Geddes, well known 


Huge Direct Mail Program 


In an article on radio, M. A. Hol-| 
linshead, director of Campbell: | artist, designed for General Motors 
Ewald’s radio department, declares|the medallion commemorating its 
that the first ten months of 1933| anniversary, which is found on the 
show General Motors to be the third | cover of the special issue. He made 
largest advertiser on networks—a| over 500 sketches as a preliminary 
food company leading the list, with | to the final design. 


Every dollar goes to 
work when you buy 
ABO’ coverage 


MILL& FACTORY 


A CONOVER-MAST PUBLICATION 


205 E. 42nd St., New York City . . . 333 .N. Michigan Ave., Chicago 
(A-8612) 
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FORD BREAKS 
CAMPAIGN ON 
1934 MODELS 


(Continued from Page 1) 


son announced the company’s plans 
for the coming year. Other speakers 
described the new car in detail. 

Following the talks, which began 
at 2 p. m., the lines were switched 
to Cleveland, where Fred Waring’s 
Pennsylvanians presented a 20-min- 
ute musical program. 

First definite knowledge that Ford 
was to present a new model at this 
time was gained early this week 
when telegrams were dispatched to 
automobile editors and special writ- 
ers in principal cities in the east, 
middle west and eastern Canada, in- 
viting them to attend a private pre- 
view at Dearborn Wednesday. 


Inspect New Models 


This publicity move was decided 
upon at the last moment, and al- 
though there remained only 48 hours 
to get to Dearborn, 140 correspond- 
ents presented themselves at the 
Ford plant Wednesday. 

The visitors were taken on a tour 
of the Rouge plant, and were the 
guests of Mr. Ford and his son at 
luncheon at Dearborn Inn, close by 
the auto magnate’s early American 
community, Greenfield Village. Mr. 
Ford, himself, showed the new car. 
Then a fleet of them were turned 
over to the correspondents for in- 
spection and testing. 

Abandoning his time-honored re- 
tiring attitude, Henry Ford appeared 
as interested in the demonstrations 
as any of his visitors. He mixed 
freely with the newspapermen, and 
expressed his firm belief that his 
new car is “the best we’ve ever put 
out.” 

The 1934 model will be described 
in forthcoming copy as_ having 
“oreater power, more speed, quicker 
acceleration, smoother performance, 
more miles per gallon, especially at 
higher speeds and quicker starting 
in cold weather.” 

The improvements in engine per- 
formance, it will be claimed, are the 
results of the use of a “new dual 
dcewn-draft carburetor and dual intake 
manifold which increase the engine’s 
power approximately 12 per cent and 
provide a remarkable improvement 
in pickup.” 


Few Exterior Changes 


In general appearance the 1934 
model resembles that of 1933, al- 
though numerous changes have been 
made in engine and chassis design. 
There is also a body ventilation sys- 
tem which permits individual con- 
trol for front and rear side windows. 

When ventilation is desired, the 
window glass is raised to the top 
and the handle then is given an ad- 
ditional half turn, which slides the 
glass back horizontally to form a 
narrow slot between the glass and 
the frame. 

The lines of the new model have 
been refined by new radiator shell 
and grille. Sun visors are provided 
in all closed models, and those in 
the de luxe bodies are of the swivel 
type to prevent glare from the side 
as well as in front. New ideas are 
shown in arm rests and door pulls. 

An increase of from $5 to $35 will 
rule the new price range. Truck 
prices, however, will be reduced 
from $10 to $30. 


Dealers Continue Own Program 


Eleven body types are available 
in the 1934 Ford. All body types are 
equipped with safety glass wind- 
shields while the de luxe models are 
fitted with safety glass throughout. 

The question of whether resump- 
tion of national advertising by the 
company on a large and consistent 
scale will mean the end of dealer 
group campaigns was partially an- 
swered here when the local Ford 
dealer organization started Wednes- 
day night, immediately after first 
publicity stories appeared in the lo- 
cal press, to use spot radio an- 
nouncements, hailing the forthcom- 
ing presentation. 


Drug Association Is 
Publishing Magazine 
The Naborhood Stationer, monthly 
magazine, has appeared as the offi- | 
cial organ of the Independent Retail | 
Cigar, Stationery and Newsdealers | 
Protective Association, an organiza- 
tion confined to greater New York. 
Samuel Palley is executive direc- 
tor; 
Publishing 
Square. 


Rutherford’s New Work 


Harry K. Rutherford, former sales 
manager of the industrial division of 
Henry Disston & Sons, Ine., Phila- 
delphia, has been appointed manager 
of the Philadelphia branch which 
will shortly be opened by Sales Anal- 
ysis Institute, Buffalo, N. Y. 


offices are at 


‘Death Takes 


Frank Harvey 
from McJunkin 


7.—Frank William 


| Chicago, Dee. 


Ben Gorlitzer, executive editor, | Harvey, Jr., vice-president of McJun- 
32 Union| kin Advertising Company, and son- 


in-law of William D. McJunkin, 
president and founder, died of a 
heart attack here Monday. 

| Mr. Harvey was forced to take 
| refuge in Billings Memorial Hospital 
about a month ago by heart trouble. 
His condition gradually grew worse 
and he passed away Monday. 


Company in 1925, after a successful 
career aS an advertising space sales- 
man. In this role, he served Popular 
Electricity, Technical World, Boston 
American, and Extension Magazine. 

With the latter he made an out- 
standing success, serving as president 
of the Catholic Press Association. 

Funeral services were held Wed- 
nesday morning, the Chicago adver- 
tising field being generally repre- 
sented by floral offerings. A widow, 
Mrs. Helen McJunkin Harvey, and 
seven children survive. 


Root with Timken 
Frank M. Root, formerly with Easy 
| Washing Machine Corporation, has 
| been appointed sales manager of the 


|cup bread. 


Runkel Has Broadcast 


Runkel Bros., New York, makers 
of Runko-With-Malt, are sponsoring 
a program featuring “Maverick Jim” 
which made its debut Dec. 7 over 
WOR. The new series will be broad- 
cast Thursdays and Fridays at 8:30 
p. m. 


Geeden on Air 


The Gordon Baking Company is 
using half hours over WXYZ, De- 
troit, and WGN, Chicago, for Silver- 
The program is heard 
Monday, Wednesday and Friday eve- 


|nings at 8:30. 


Phillips to Reescroft 
G. N. Phillips has joined Reescroft, 


Mr. Harvey, who was 49 years old, 
joined the McJunkin Advertising 


Call the Roll - - 


... Would you 


AUTOMOBI 
A TABLE 


“IN CONFERENCE” WITH 
6000 AUTOMOTIVE 
ENGINEERS, EXECUTIVES 


JANUARY we 


JOURNAL 
& 


ery OF 
Ty Seve Bn 


LE 


You bet you would if you were trying to 
sell parts or factory equipment to auto- 
mobile manufacturers. 


“But such things just don’t happen”, 
you are saying. “Everybody knows that 
no salesman could get men like Craw- 
ford, Woolson, Paton, Roos, and Thoms 
to sit around any table and listen to a 
sales talk.” 


Literally speaking, you are right, of 
course. But these men—along with 
scores of chief engineers in other auto- 


dealer division of the Timken Silent | Inc., 
Automatic Company, Detroit. 


Los Angeles, maker of Ther- 


mography products. 


like TO HAVE THESE “BIG-SHOT”’ 
ENGINEERS GATHERED AROUND 
TO LISTEN TO YOUR 


SALES STORY? 


motive companies and more than 6000 
other technical men and general execu- 
tives—do center their attention on the 
pages of the S. A. E. Journal every 
month. 


Men like this are stirred by the alert, 
vital technical publication which the 
S. A. E. Journal has become. 


Call their roll with space in the Journal. 
The major buying influences will answer 
“‘present” because they follow the pro- 
gress of their publication. 


S A E, JOURNAL 


Published by the SOCIETY OF AUTOMOTIVE ENGINEERS, INC. 
TWENTY NINE WEST THIRTY NINTH STREET, NEW YORK 
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Racing Papers to 
Take Advertising 


J. E. Kimmel, 36 S. State St., Chi- 
cago, has been named national ad- 
vertising representative of Turf 
Dailies, a group of dailies devoted to 
racing, which has not hitherto solic- 
ited national advertising. Mr. Kim- 
mel will open a New York office 
shortly. 

The group, which comprises Chi- 
cago Daily Racing Form, New York 
Daily Racing Form, New Orleans 
Daily Racing Form, Pacific Daily 
Racing Form, Daily Running Horse, 
New York, and Daily Racing Record, 
Cincinnati, will be sold individually 
or in combination. 


Singer Is Honored 

Jessica Dragonette, Cities Service 
hour singer, has received Radio Stars 
Magazine's award for distinguished 
service. Others to receive this award 
have been the Old Gold program, 
Black River Giant program, and 
Rudy Vallee. 


2 Out of 3 
Customers 
Come From 
Beacon JOURNAL 
Readers 


Proof: 

Friday, Nov. 24, identical 
ads were published in 
each Akron newspaper. 
These ads, keyed, con- 
tained coupons good for 
bus or street car fare to 
the downtown shopping 
district on Saturday, 
Nov. 25. 


In checking the coupons 
collected in lieu of fare, 
The Akron Transportation 
Company found the fol- 
lowing: 


5,910 Beacon Journal 
coupons 


2,553 Second Paper 
coupons 


Coupons received showed 
that 69.99, of the cou- 
pons came from Beacon 
Journal readers — better 
than 2 out of 3. 


Akron 


Beacon Journal 


A quick and economical 


lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 
Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


BULK OF REPEAL 
ADVERTISING IS 
RETAILERS’ COPY 


National Advertisers Hold 


Back Efforts 


(Continued from Page 1) 


are taking liquor copy, with the ex- 
ception of Christian Science Monitor. 
Penn-Maryland and National Distill- 
ers were the only “national” adver- 
tisers in the market, however, the 
bulk of space coming from local 
sales agencies, hotels, etc. 

Beer advertising, which has been 
in a decline for several weeks, re- 
appeared with copy stressing the new 
strength of the beverage. Croft 
Brewing Company, local organiza- 
tion, came into the picture for the 
first time with announcement copy, 
placed by Charles W. Hoyt Company. 


Price is not being mentioned in 
most advertising, a notable excep- 
tion being that of the local agency 
for World Wide Distillers, New York, 
which advertised a Christmas basket 
assortment selling for $29. Copy car- 
ried a coupon. 

All local radio stations, with the 
exception of WNAC and WAAB, both 
units of the Shepard Broadcasting 
group, have announced that they will 
not take hard liquor advertising, but 
will take wine and beer programs. 
The Shepard stations, which will 
take liquor advertising, have estab- 
lished copy censorship, and declare 
that several accounts in this classi- 
fication will be on the air within 
three weeks. 


New Orleans Is All Set 


New Orleans, La., Dec. 7.—The 
legalization of liquor brought a flood 
of display lineage to the local news- 
papers from distributors of the vari- 
ous distilleries, and from various 
retailers. Price quoting in advertis- 
ing was frequent. 

Drug stores were heavy users of 
space, but night clubs, with two out- 
standing exceptions, made no an- 
nouncement of special repeal pro- 
grams. No equipment advertising 
was run, dealers apparently feeling 
that there was little need for addi- 
tional bar equipment in this city. 

Stronger beer returned with 
whisky, the Jackson Brewing Com- 
pany, leading local organization, 
using half-pages to announce that the 
potency of its brew has been stepped 
up to six per cent. 

Louisiana has no liquor law at the 
present time, and will have none 
until the legislature meets in May, 
1934. 

New Jersey in a Muddle 


Bergenfield, N. J., Dec. 7.—Alco- 
bolic beverage advertising in New 
Jersey newspapers, which up to a 
few weeks ago gave every promise 
of surpassing in volume the beer ad- 
vertising of last April fell off sharply 
because of the muddle over the state 
control act. 

The refusal of Governor Moore to 
approve the act rushed through the 
legislature at the last minute put 
New Jersey in the dry classification 
and placed an effective damper on all 
advertising, resulting in the with- 
drawal of a considerable volume of 
cafe and restaurant advertising in 
Dec. 4 and 5 issues. 

However, New Jersey’s dry status 
was short lived, inasmuch as the leg- 
islature yesterday morning overrode 
the governor’s veto, and liquor auto- 
matically became legal. The action 
was reflected in a noticeable increase 
in advertising from manufacturers, 
retailers and distributors. 


Regulation Comes Too Late 


Indianapolis, Ind., Dec. 7.—Adver- 
tising of five per cent beer in place 
of the 3.2 variety was all that repeal 
brought to Indiana newspapers this 
week. Because regulations govern- 
ing the sale of liquor and wine were 
not promulgated by Paul Fry, state 
excise director, until Tuesday even- 


ing, distillers and dealers were un- 


prepared to do any advertising or 
merchandising. 

The brewers, however, took advan- 
tage of their opportunity and used 
space ranging from 1,200 lines down- 
ward during the week to introduce 
“full strength,” “full five per cent,” 
and other brews of greater than 3.2 
strength. Among those using space 
were F. W. Cook Company, Evans- 
ville; Sterling Brewers, Evansville; 
Indiana Breweries, Inc.; and distrib- 
utors of “Falls City Hi-Bru” and 
Bruck’'s “Hi Alcol.” 

The new state regulations, based 
on the Indiana liquor control law 
passed by the legislature early in the 
year, provide briefly that whisky and 
liquors shall be sold only in estab- 
lished drug stores, in bottles, to be 
consumed off the premises. Sale of 
wine, however, is allowable under re- 
strictions similar to those governing 
beer. 


Rhode Island Is Quiet 


Providence, R. I., Dec. 7.—Repeal 
advertising in Rhode Island devel- 
oped considerably smaller lineage 
than had been anticipated by many, 
the largest advertisement in local 
papers being three columns by 140 
lines, with others using smaller 
space. 

Combined wholesalers and retail- 
ers were the most active advertisers, 
followed closely by exclusive retail- 
ers. Only one wine manufacturer 
used space during the week, and no 
new bars were announced, with the 
exception of an advertisement in 
Sunday’s rotogravure section an- 
nouncing the new bar of the Provi- 
dence Biltmore. No equipment ad- 
vertising was run. 

Most of the prominent hotels, tav- 
erns and night clubs used small space 
on the amusement pages, but in gen- 
eral repeal advertising was unexcit- 
ing. 

Connecticut Lineage Up 

Bridgeport, Conn., Dec. 7.—Line- 
age traceable to repeal jumped 
sharply in Connecticut newspapers 
yesterday after a _ disappointingly 
small volume of pre-repeal copy. 
Tuesday evening papers carried com 
paratively little liquor advertising 
but Wednesday morning papers 
showed marked increases. 

The New Haven Journal Courier 
earried about 12 columns of liquor 
advertising yesterday, while the 
Hartford Courant had about 17 col- 
umns. In Bridgeport the Telegram, 
Times Star and Post carried several 
columns each. Distributors and 
package stores accounted for most of 
the lineage, with taverns, hotels, etc., 
contributing a small share. 

The stringent state liquor control 
law forbidding the sale of distilled 
spirits except for consumption off the 
premises held down the enthusiasm 
of potential advertisers. Taverns, 
hotels and restaurants are barred 
from selling anything but wines and 
beers. 

Seattle Gets No Copy 


Seattle, Wash., Dec. 7.—The only 
advertising directly due to repeal in 
Seattle this week was a 330-line ad- 
vertisement stating “the position of 
the brewers of western Washington” 
on the liquor question, in which the 
brewers declared that they are “un- 
alterably opposed to the sale or dis- 
pensing of hard liquors by the glass 
for consumption in any place of busi- 
ness in the state.” 

Business was reported unusually 
dull at cabarets and bars, the only 
bright spot being a Bowery ball 
given by the theater owners, vaude- 
ville actors, etc., who were gathered 
here in convention. 


Atlantic City Copy Light 


Atlantic City, N. J., Dec. 7.—Re- 
peal day advertising in this resort 
city was light, with what little ad- 
vertising was run being small space 
announcements by hotels and night 
clubs. An exception was the large 
size space used by Kruegers Brew- 
ery, Newark, to announce stronger 
beer. 


Los Angeles Disappointed 


Los Angeles, Dec. 7.—Legalization 
of liquor selling brought a disap- 
pointing amount of advertising copy, 
a survey conducted by ADVERTISING 
AGE today revealed. The Examiner 
and Herald Express got the bulk of 
the local business, each carrying con- 
siderably better than two pages of 


business on Tuesday. Other papers | 


carried very little. The Times is not 
taking liquor advertising. 

Local advertising from distribu- 
tors, equipment dealers, night clubs, 
bars, ete., was almost negligible, ad- 
vertising men blaming the uncer- 
tainty of the local situation for this. 


San Francisco Very Happy 


San Francisco, Cal., Dec. 7.—This 
city, center of the nation’s most im- 
portant wine-producing territory, put 
on a real repeal celebration. Eve- 
ning papers of Dec. 5 and morning 
papers of Dec. 6 carried special wine 
and liquor sections running as high 
as 16 pages, and well filled with ad- 
vertising. 

Chief buyers of space were the local 
wineries, but distilleries, distribu- 
tors, supply houses, and the half- 
dozen new resorts on the long dor- 
mant Barbary Coast, such as “Shang- 
hai Red’s” and “Spider Kelly’s” added 
their voices to the chorus. 

With no state laws governing wine 
and liquor distribution, everything 
was wide open, and indications are 
that this condition will continue in- 
definitely. Local newspapers and 
radio stations anticipate a steady 
flow of new advertising. 


Many Await Action 


Milwaukee, Wis., Dec. 7.—Despite 
the fact that Wisconsin is generally 
credited with being one of the wet- 
test of the wet states, repeal of na- 
tional prohibition meant nothing to 
residents or advertisers in this state. 
The reason is the fact that the spe- 
cial liquor session of the state leg- 
islature will not convene until Dec. 
11, at which time it is hoped a speedy 
determination will be made of the 
manner in which liquor may be sold 
in the state. 


Duluth-Superior Dry 


Duluth, Minn., Dec. 7.—With both 
Wisconsin and Minnesota still tech- 
nically dry, no repeal advertising ap- 
peared in any of the papers here or 
in the neighboring city of Superior. 
Both state and local laws must be 
repealed before advertising and sell- 
ing of liquor will be legal in Duluth. 

In Superior, across the Wisconsin 
line, action of the state legislature 
is also being awaited. Local dailies 
have indicated that they will accept 
liquor advertising when legal. Sta- 
tion WEBC, on the other hand, has 
announced that it will do nothing 
until NBC clarifies its stand on the 
question. 


Await Legislative Action 


Minneapolis, Minn., Dec. 7.—Local 
publications are anxiously awaiting 
repeal action of the Minnesota legis- 
lature, which is now in session, and 
anticipate a large volume of liquor 
advertising, almost all of it from out- 
side the state, immediately after 
such action is taken. 


Michigan Still Struggling 


Detroit, Mich., Dec. 7—Repeal this 
week meant nothing to the advertis- 
ing departments of Michigan news- 
papers because, although the state 
was among the first to vote wet, it 
is still officially dry. The legislature, 
which has been mulling the question 
for a long time, is still at it, with 
present indications pointing to even- 
tual establishment of a system of 
state-owned stores. 

No liquor or wine advertising ap- 
peared, the only hint of a changed 
status being scattered announcements 
of repeal parties at night clubs. 

A tremendous business was re- 
ported, however, by printers, lithog- 
raphers, engravers and paper houses 
on labels, largely for newly-estab- 


lished Detroit divisions of Canadian 
distilleries and wineries. 


Ohio Is Sad, Too 


Cleveland, O., Dec. 7.—Ohio is an- 
other of the states which is still offi- 
cially dry, and national repeal this 
week therefore was an idle gesture 
in so far as advertising was con- 
cerned. 

Reports from Toledo, Cincinnati, 
Columbus and Dayton all indicate 
that Cleveland was not unusual in 
having secured no advertising as a 
result of national repeal. A few small 
advertisments for night clubs, and 
one good-sized advertisement in To- 
ledo offering stock in a local brew- 
ery just about sums up the repeal 
advertising in the state. 

The state legislature went into a 
special session this week, the antici- 
pation being that existing stringent 
dry laws will be repealed. 


Nothing Doing in Georgia 


Atlanta, Ga., Dec. 7.—Although the 
state attorney-general told ADVERTIS- 
ING AGE this week that he “has noth- 
ing to do with enforcing the law 
prohibiting liquor advertising,” this 
state is still dry and apparently will 
remain so for some time to come. 

No liquor advertising of any kind 
has run in any Georgia paper to date, 
with the exception of one distributor 
advertisement appearing in the At- 
lanta Constitution several weeks ago. 


Missouri Still on Wagon 


St. Louis, Mo., Dec. 7.—Missouri is 
still operating under a bone-dry law, 
although bills legalizing liquor sales 
are pending in both houses of the 
legislature and speedy action is hoped 
for. 

Despite the state situation, how- 
ever, Nicholsan-Conrad Company, lo- 
cal distributor, ran copy of the “if 
and when” type in Monday’s Post- 
Dispatch, and the St. Louis Terminal 
Warehouse Company advertised it- 
self as a “whisky and liquor ware- 
house” in yesterday’s Globe-Demo- 
erat. 

A full page citing their coopera- 
tion with the NRA is being currently 
released here by 19 local breweries 
to all St. Louis papers. 


Nothing Doing in Kansas 


Kansas City, Mo., Dec. 7.—With 
both this city and its namesake 
across the Kansas line in dry terri- 
tory, the extent of “liquor” advertis- 
ing here this week was an eight-line 
piece in the personal column of one 
newspaper offering a bartender’s 
guide for fancy-drink mixing. “Re- 
peal is here,” the advertisement de- 
clared, boldly, while it was pointed 
out with reference to the guide that 
“you need it for parties.” 


A Long Wait for Kentucky 


Louisville, Ky., Dec. 7.—The long 
awaited repeal of prohibition cannot 
be celebrated legally in this state, 
the traditional home of good whisky, 
until at least the fall of 1935. The 
present prohibition law will not go 
before the state legislature for repeal 
before January, and then must be 
submitted to a referendum vote at 
the next regular state-wide election. 
The first such election will take place 
in November, 1935. 


Texas Is Faintly Hopeful 


Dallas, Tex., Dec. 7.—It will be a 
long time before liquor is advertised 
in Texas, if at all. A provision of 
the state constitution, which contains 
a dry clause, makes it impossible to 
amend existing conditions at any 
other than a regular session of the 
state legislature. The next regular 
session of the legislature will be held 
in January, 1935, and there is little 
reason to believe that liquor restric- 
tions will be lifted even then. 


Forms for 1934 Annual Warehouse Directory 
issue of Distribution and Warehousing close on 
Monday, December 18. 


The Year Book of a Billion Dollar Industry 


DISTRIBUTION and WAREHOUSING 
249 WEST 39th STREET, NEW YORK, N. Y. 
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ADVERTISING AGE 17 


“BALONEY” OR NotT— 


THEY'RE THE ONLY 


DOLLARS WE’VE GOT 


Why trade them for “part wool” when 
they'll buy “all wool” —a yard wide? 


I, buying any kind of service you owe it to yourself to take at least two looks. One good look at what you are 
buying and another good look at what you are paying for it. 


If you are buying a Linage Service other than National Advertising Records, in all likelihood two good looks will 
show you that you are not getting as much as you can for your money. 


And even a "baloney dollar'’ shouldn't stand for that. 


The New Enlarged NATIONAL MAGAZINE DIVISION of NAR is COMPLETE in every detail. It shows each 
month the ENTIRE advertising schedule by months to date of issue for each advertiser in each publication. 
Accumulative expenditures, too, as well as total monthly expenditures. Monthly analyses are equally compre- 
hensive. Also the breakdown into product classifications. All of this information is brought to you promptly, 
in accurate, visual, quickly usable form. 


In addition to this New Improved Service, NAR provides you with valuable 
EXCLUSIVE features, many of which are not available in any other service. 


YET, NAR COSTS YOU NO MORE. 
Let us tell you all about it BEFORE you contract for 1934 Linage Service. 


The Advertising Record Co., Inc. 


43 E. Ohio St. 853 Broadway 
Chicago New York 
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18 
this point in advertising and to have 
COPY ANGLE IS the facts as to the extra strength cer- 
tified by an impartial authority. 
The first advertisement in the 
series featuring the tests made by 
= ithe New York Testing Laboratories 
’ | appeared in Collier's for March 4. It 
was followed by another full page in 
LF BELIEVES \the Saturday Evening Post, and 
FAG | schedules involving the use of smaller 
|space in both publications are still 
7 running. 
1933 Sales Figures Quoted  ——oetaits variety of Facts 
: Among the facts covered in typical 
t0 Prove Point advertisements are that the Mikado 
pencil is 34 per cent stronger than 
the nearest competitor, that the claim 
New York, Dec. 7.—The successful js backed by 600 tests, and that the 
advertising of the Eagle Pencil Com-| product saves the user the annoyance 
pany the past year points to the im-| of breaking points and many trips to 
portance of the copy theme in boost-| the sharpener. 
ing sales during a general depression, Sales for March were 24 per cent 
according to A. G. Berwald, director | greater than February's. April 
of sales and advertising, who today| showed an increase of 38 per cent; 
gave ADVERTISING AGE some sales fig-| May, 141, and June, 179. 
ures to bear out his contention. Mr. Berwald states the campaign 
The company has always concen- is still doing good work and that the 
trated its advertising on Mikado, its| 1934 drive will be along the same 
leading five-cent pencil. The copy|lines, with perhaps a new angle or 
story from the beginning has been|two. He believes the story is far 
built around the fact that Mikado) from worn out, and intends to stick 


was a pre-tested pencil, and the com-|to it as long as the sales curve 
pany’s own laboratory, which has de-| climbs. 
veloped exclusive machines for pre- Ben Laitin is in charge of the 


Eagle copy at Albert Frank-Guenther 


testing the smoothness, strength and | 
durability of the Mikado lead, has Law, Inc. 
been featured in copy for many years. | 

In 1932, however, the company per- | 
fected a new patented process which | 
combined the wood and lead in) 


Copeland Begins 
Mikado pencils into one inseparable, | Hearings on New 
mutually -supporting unit, which 


_ Food, Drug Bill 


made the point of the pencil much 
stronger. It was decided to feature 


(Continued from Page 1) 


well known products, among them 
Listerine, were exhibited by Mr. 
Campbell, with the comment that in 
his opinion they were distinctly mis- 
leading. 

Various sizes and shapes of bot- 
tles, devices which are supposed to 
make eggs appear larger in stores, 
noodles wrapped in yellow’ paper 
which is alleged to give the impres- 
sion that the product contains eggs, 
and numerous other dubious sales 
aids were included in Mr. Campbell’s 
exhibit. 

As had been anticipated, most of 
the larger manufacturers of foods, 
drugs and cosmetics, as well as a rep- 
resentative delegation of other ad- 
vertising men, were in attendance at 
the opening hearing. 


A MESSAGE TO 


BUILDING PRODUCT 
Manufacturers Who "Intend 
to Advertise Again 
When the Market Improves" 


The of building 
contemplated for 1934 
shows a sharp increase in 
almost every classification 
of building. Advertising to 
the architect will help to 
increase your 1934 income 
in proportion to the market 
expansion. 


volume 


Write us for valuable fig- 
ures on the contemplated 
rise in building. 


| 


THE | 
ARCHITECTURAL 


RECORD 


119 West 40th St., New York 


Custom 
- built A d Ss 
Typographically all book- 


lets and ads are ready- 
made or custom - built. 


“Brewery Age’ Moves 

Brewery Age Publishing Company 
has moved its New York office to 
larger space at 55 W. 42nd St. 


PHOTO COPY CO. 
225 N.MICHIGAN AVE 


STA.4047 

Pittsford’s is strictly a 919 N.MICHIGAN AVE 
ZUP. 2621 

qtem chap. Wave, your 221 N.LA SALLE /TREET 

printed matter is never) Hi RAN. 3270 


cut to a stock pattern. 


Ben C. Pittsford Co. 
605 So. Clark St., Chicago 
Telephone Wabash 0585 


Typographers 


BEST BY COMPARISON 


“AJA X= 


PHOTOSTAT 
COPIES 


om LET US SERVE YOU a= 


__33 W.ADAMS ST. CHICAGO ' 


DIRECT TO 
THE HOME 


“ARE YOUR SALES LAGGING? 


F Your Product Lends Itself to House 
to House Advertising or Sampling 


WE CAN HELP YOU 


ADVERTISING CARRIERS 


20 EAST 8' ST. CHICAGO 


GILLETTE AND 
GEM TEST NEW 
RAZOR APPEALS 


Rivals Start New Campaigns 
Simultaneously 


New York, Dee. 7.—Coinciding in 
the choice of time, the Gillette Safety 
Razor Company, Boston, is running 
a test on a testimonial appeal while 
the American Safety Razor Corpora- 
tion is trying out a comic strip. 

Gillette’s test covers Poughkeepsie, 
N. Y., and Hollywood, Cal. It em- 
ploys questions asked by various 
movie actors and photographs of the 
questioners. The remainder of the 
copy is a reply in the form of an 
open letter to the actors’ questions. 

Typical copy, using a half page, 
featured George Raft, who will soon 
appear in Paramount's “All of Me.” 
His question concerned the sharp- 
ness of Blue Blades. This is as close 
as the copy comes to being a true 
testimonial, which it seems to be at 
first glance. 

“Everybody knows the importance 
of appearance to a famous actor like 
yourself,” Gillette’s reply stated. “We 
are making public this answer to 
your question so that millions of 
other men will benefit by learning 
your secret of cleaner, safer shaves.” 

In the several paragraphs which 
followed, honing, tempering of the 
steel, inspecting and packing in a 
wrapper that holds the edge at a dis- 
tance from the paper were discussed. 

The American Safety Razor Cor- 
poration features a trial offer of a 
Gem Micromatic razor and two blades 
at 25 cents (the regular price for the 
razor and five blades is $1) in con- 
nection with a comic strip, “You're 
Telling Me,” by “Mike Cromatic.” 

Placed in Detroit, the strip and ac- 
companying bit of copy and coupon 
occupied 1,100 lines. The story deals 
with an enthusiastic Gem user who 
attempts, by pommeling and other 
rough tactics, to make a convert, only 
to learn that the prospect has used 
Gem razors and blades for years. 

The Federal Advertising Agency 
has the Gem account while Gillette’s 
advertising is directed by Ruthrauff 
& Ryan, Inc. 


Smith, Sturgis & 
Moore Give Dinner 


William A. Sturgis, executive vice- 
president of Smith, Sturgis & Moore, 
Inc., presided at a dinner Dec. 4 
given on the Bremen to celebrate the 
agency’s 25th anniversary. About 65 
clients and guests joined the organ- 
ization. 

Among the speakers were Edward 
S. Friendly, The Sun; John P. Ken- 
nedy, former editor of Collier's; John 
Benson, American Association of Ad- 
vertising Agencies; Roy Dickinson, 
Printer’s Ink, and Arthur S. Draper, 
The Literary Digest. 


Zonite to Sell 
McCallum’s Whisky 


Through a wholly owned subsid- 
iary, Tower Wines & Spirits Corpora- 
tion, Zonite Products Corporation 
will act as United States distributor 
for D. McCallum, Ltd., Edinburgh, 
Scotland, and Findlater, Mackie, 
Todd & Co., Ltd., London. 

The first firm makes Scotch whisky, 
while the latter makes sherry and 
port wines, 


“Scranton Republican” 


Names Representatives 


Powers-Andrews, Inc., New York, 
and John B. Woodward, Ine., Chi- 
cago, Detroit and San Francisco, 
have been appointed national adver- 
tising representatives by the Scran- 
ton, Pa., Republican. 

The publication announces it has 
discontinued the sliding scale for a 
flat line rate. 


Forbell’s New Work 


Charles H. Forbell has been ap- 
pointed vice-president and art direc- 
tor of Ferns, Anderson, Inc., New 
York agency specializing in bank ad- 
vertising. é 


Review Group 
Prepares for 
First Hearing 


New York, Dec. 7.—At a meeting 
here Dec. 4 the Advertising Review 
Committee sponsored by the Associa- 
tion of National Advertisers and the 
American Association of Advertising 
Agencies made preparations for an 
early hearing on one of two cases on 
which it has been asked to render 
decisions. 

Ralph Starr Butler, chairman of 
the committee since its organizaticn, 
presided at the meeting but asked to 
be relieved of the office because of 
conflicting demands on his time. 
Edgar Kobak, vice-president of the 
McGraw-Hill Publishing Company 
and A. F. A. president, accepted the 
chairmanship temporarily. 

During the discussion of working 
methods best adapted to the com- 
mittee’s purposes, considerable inter- 
est was revealed in the possibilities 
of coordinating the committee’s work 
with the activities of NRA code au- 
thorities and other agencies. 


Window Advertising 
Inc., Signs Dsplays 

Window Advertising, Inc., window 
display installation service organiza- 
tion with headquarters in New York, 
has registered an insignia with the 
U. S. Patent Office to be affixed to 
show windows where displays are 
installed by members. 

It is intended that the “signed” 
windows shall be a guarantee of uni- 
form, high-grade workmanship. 


Stoddard with Mayers 


M. A. Stoddard, recently advertis- 
ing manager of Western Oil and Re- 
fining Company, has joined the staff 
of The Mayers Company, Los An- 
geles agency. 


Exhibit Posters 


An exhibition of European posters 
will be shown in Chicago from Dec. 
18 to Jan. 2 in the studios of the 
Chicago Academy of Fine Arts, 18 S. 
Michigan Ave. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


POSITION WANTED 


Several square inches of brain are 
yours for $20 a week. Formerly used 
to write radio continuity. Slightly 
worn while assistant to magazine 
editor. Three instructors at Colum- 
bia think said brains will produce 
good copy. Can typewrite, take 
shorthand. Box 414, ADVERTISING 
Acre, New York. 


New connection wanted by capable 
man, experienced in agency, adver- 
tisers’ problems. Best of references. 
Young, married. Interviews at once. 
Box 415, ADVERTISING AGE, Chicago. 


Appoints United Agency 
U. S. Industrial Alcohol Company, 
New York, and its subsidiary, U. S. 
Industrial Chemical Co., have ap- 
pointed the United Advertising 
Agency, New York, to direct trade 
paper advertising. The agency I1s 
also in charge of the consumer cam- 
paign on Super Pyro Anti-Freeze. 


Shackford Resigns 


Tom Shackford, formerly associ- 
ated with Puritan Malt Extract Com- 
pany and the Pabst Corporation, has 
resigned as manager of the salt sales 
division of Texaco Salt Products 
Company, Tulsa, Okla. 


Names Jerome Gray 


The United States Asbestos Divi- 
sion of Raybestos-Manhattan, Ine., 
Manheim, Pa., has appointed Jerome 
B. Gray & Co., Philadelphia, to han- 
dle its advertising. 


Broadcast for Radios 


Sparks-Withington Company, Jack- 
son, Mich., has launched a half-hour 
program over the Columbia chain as 
a part of its 1934 campaign for its 
new radio models. 


name. 


T. M. Gilmore 
President and Editor 


CorRECTION! 


Through a regrettable error an 
announcement has been made that 
Bonfort's would resume publication 
under new ownership. 


The fact is that Bonfort's Wine 
and Spirit Circular will resume with 
the January issue under the direc- 
tion of T. M. Gilmore, son and 
associate of the pre-prohibition 
owner, editor and publisher. 


None other has the legal or 
moral right to use the Bonfort 


Bonfort’s Wine 
and Spirit Circular, Inc. 


420 Lexington Ave., New York 


Thomas F. Hughes 
General Manager 
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DRAWING BY ROIF KLIP 


Mavse THIS IS THE ANSWER TO AN OLD ONE: 
ON A HISTORIC OCCASION NEARLY NINETEEN HUNDRED YEARS 
EARLIER THAN THE BIRTH OF “TRUTH IN ADVERTISING,” SOME- 
ONE ASKED “WHAT IS THE TRUTH?” AND STARTED AN 
ARGUMENT THAT STILL GOES ON. e WHEN YOU ADVERTISE 
FOR PERMANENT CUSTOMERS — FOR REPEAT SALES — FOR AS- 
SURED PROFIT—YOU MUST SAY SOMETHING THAT PEOPLE WILL 
BELIEVE. e WHAT YOU SAY ABOUT YOUR PRODUCT MUST STAND 
THE TEST OF PERFORMANCE IN ACTUAL USE. e THAT REQUIRE- 
MENT WILL PROBABLY HOLD YOU TO THE TRUTH OR SOMETHING 
PRETTY CLOSE TO THE FACTS. e THE CUSTOMER’S VERDICT AS 


TO THE TRUTH OR FALSITY OF YOUR COPY WILL COME WHEN 
HE OR SHE USES YOUR OIL BURNER, YOUR LIPSTICK, YOUR TOOTH- 
PASTE OR YOUR STEAM SHOVELS. e SO DON’T SAY “BEST IN THE 
WORLD” OR ANY OF ITS 57 VARIETIES—DON’T STATE THE CON. 
CLUSION—STATE THE FACTS IN WORDS PEOPLE KNOW AND 
UNDERSTAND —AND LEAVE THE VERDICT TO THE JURY. e IF 
YOUR PRODUCT DELIVERS A LITTLE MORE IN QUALITY, SERVICE 
OR VALUE THAN YOUR COPY CLAIMS, YOU’LL GET THE 
DECISION— AND BE ENTITLED TO A LAUREL WREATH INSCRIBED: 


WHEN I SELL ’EM—THEY STAY SOLD! 


IRWIN S. ROSENFELS, ADVERTISING MANAGER OF THE CELOTEX COMPANY, MAKES THIS CONTRIBUTION TO THE COPY WRITERS 
FORUM. HE OFFERS IT NOT AS HIS FAVORITE AD, BUT AS HIS FAVORITE IDEA—“ADVERTISING MUST BE BELIEVED TO BE PROFITABLE.” 


SPONSORED BY 


COLLINS, MILLER & HUTCHINGS, INC. 


AN ENGRAVING HOUSE THAT LIKES TO DO BUSINESS WITH ADVERTISING MEN 


WELLS S T REET 


e CHICAGO e U. &. A. & 


N. 8. A. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


AT SERVICE OF THE PUBLIC HOW NEWELL-EMMETT EXECUTIVES CELEBRATED REPEAL 
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Standish-Barnes Company, Providence, R. |., outdoor advertising 
organization, has restored the Old Sayles Tavern near Providence, 
historic landmark built in 1641, and makes it available for use by 
civic, patriotic and charitable organizations without charge. The 
company has also spent more than $250,000 in developing more 
than 35 small parks throughout the city, which it maintains for public 
use. The parks are formed by placing outdoor advertising structures 
across the backs of lots, with lawns, shrubbery, benches, etc., in front. 


ADDITION TO CHICAGO'S "SKYLINE OF SiGNS" 


This not so festive scene was snapped at 12:30 a. m. Wednesday in the studio of Paul Hesse as Newell- 

Emmett executives put finishing touches on an advertisement for White Rock based on news pictures taken 

Tuesday night. Editions containing the copy went on sale at 10 o'clock Wednesday morning. From left 

to right: Charles G. Ickrath, mechanical executive; Edward F. Molyneux, art director; John P. Cunning- 
ham, copy chief; all of the agency, and Paul Hesse, photographer. (Story on Page 6). 


 BUTTERFINGE R | MAIDEN EFFORT 


TEXACO TRUCKS GO COMPLETELY MODERN 


A recent addition to Chicago's "sign life" is this spectacular erected 

for Curtiss Candy Company by Federal Electric Company. It is 160 

feet long, 56 feet high, and all Neon. The first line is in blue, the 
second in red, and the last in gold. 


JUST THE THING FOR REPEAL, IF— 


Cadillac 


The Automobile 
that Solves the Problem 


¥ 


eX Until oath rages was made, all | : “ 
automobile construction was cc 
more or less experimental. This el pica: 
asc Praia. si acctag This 1,500-gallon Diamond T tank truck has just been put into service 
ali previous makers: the faults by Texaco Company. The engine is mounted in the + gh and air 
and weaknesses of the olf meth- control is used throughout. Milk, beer and other liquids may soon 
ads have been avoided pres be transported in vehicles like this, making life just a little harder 
that gives a perfect vehicle for for the Sunday driver. 


comfort, speed, absolute safety, 
greatest durability, simplicity of 
operation, wide radius of travel, 


and reliability under all conditions FIRST NATIONAL AUTOMOBILE ADVERTISEMENT 


The OLDSMOBILE 


before examining this wonderful 

new machine. Price f. o. b. at 

fuctory, $750. 

The new tonneau attachment, at 

an extra cost of $100, give o. : ier i ‘ H 

ats i et seas pe fo Pioneer and Premier in Automobile construction 

aC y two motor vehicles in one, and results. Starts at will, always under perfect 

WH a seating capacity of two or control, Covers reughest roads without difficulty 

four, aS required—a very graceful —just as useful in winter as in summer. Forty 
miles on one gallon of gasoline,— odorless, noise- 
less, strong. Carries fifteen hundred pounds 

easily and safely. Price $650. 

Write for book. Adiress Dept, C. 


effect in either use. Write for new 
OLDS MOTOR WORKS, Detroit, Mich. 


ilustrated booklet. 


CADILLAC AUTOMOBILE COMPANY 
Detroit, Mich. 


“ nse ‘omnes. 
Illustration of custom built chalices from the new catalog of Libbey Advertisement for the Oldsmobile which appeared in the Feb. 15, 
Glass Mfg. Company. The catalogs cost $8 each to produce, and First national advertising for Cadil- 1902, issue of “Saturday Evening Post." It is said to be the first 


the dainty stemware runs up to $2500 a dozen. lac. It appeared in the "Saturday gasoline motor car advertisement to appear in a national magazine. 
(Story on Page 9). Evening Post" of Feb. 7, 1903. (Story on Page 14). 
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